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Rough Proofs 


The S. N. P. A. has decided not to 
police other industries’ codes, be- 
lieving with Gilbert and Sullivan 
that the policeman’s lot is not a 
happy one. 

vvy 


“There has been too much self- 
glorification in advertising,” says 
Allyn McIntire. More advertisers, 
like Munsingwear and Jantzen, 
should concentrate on glorifying the 
American girl. 

_ oo oe 


Tip to copywriters who want to 
get romantic on the subject of John 
Barleycorn: Look up the classic of 
them all, the tribute to whisky by 
the late Bob Ingersoll. 


~~ F 


Do you remember ’way back when 
Green River was advertised as “the 
whisky without a headache’’? 


oo we we 


British journalists insist that the 
lower per capita soap consumption 
in the tight little isle, compared with 
the U. S. A., does not indicate a 
lower standard of culture. Not less 
culture, just more b. o. 


= © 


Now that wheat is selling for a 
dollar a bushel, Henry Wallace 
seems to be in a fair way to make 
the desirable metamorphosis from 
politician to statesman. 


_— - | 


Stocks of publishers have gone up 
234 per cent since the low point of 
a year ago, ADVERTISING AGE reports. 
Even James Rorty hasn’t been able 
to scare off the investors. 


, ¥ 


Fontaine Fox’s Toonerville is fea- 
tured in the new Johnson & John- 
son window display. Toonerville 
folks have decided that advertising 
is just as good a market as the comic 
page, 

vvwsgy 


Dogs fed with Ken-L-Ration may 
now have their choice between horse- 
Meat and beef. This is good news 
for everybody, including the horses. 

7, FF F 


“An agency’s best account is its 
own,” Business Week points out. But 
in the agency business there’s many 
4 shoemaker’s child that has to go 
barefoot. 


7 FF 


Gold Medal features the right way 
‘o make a strawberry shortcake. 
There isn’t any wrong way, provided 
You have plenty of strawberries. 

vvwegy 


Another brewer .comes along with 
a highly scientific story of how his 
‘eer is made, but the thirsty drinker 
Will go right on looking for what 


Bert Williams used to call the 
authority, 

vyv¥ iy’ 
Insurance advertisers have in- 


“tased their publicity programs 30 
en cent in the past two years. The 
has discovered that these are 
’¢ boys who ean take it. 

* = F 


Maybe if the Americans would 


- a Walker cup match to the Brit- 
, ORce in a while, John Bull might 


f +). 
pus) like softening up a bit on the 
Ybject of war debts. 

y,vyY 
ty nicago welcomes the A. N. A. 
hael® Century of Progress. Adver- 
‘ets made it possible. 

Copy Cus. 


FORD OFFERING 
REE RAILROAD 
TRIPS’ TO FAIR 


Buyers Urged to Have Cars 
Delivered in Chicago 


Chicago, May 31.— The lion and 
the lamb are getting together in a 
business way in a new promotion 
plan worked out by Ford Motor Com- 
pany in connection with its exhibit 
at the 1934 Century of Progress here. 


Because railroads are offering un- 
usually low excursion rates to Chi- 
cago this summer in connection with 
the fair, and because the f. o. b. rates 
for Fords are much lower in Chicago 
than in most other parts of the coun- 
try, Ford Motor Company has worked 
out a plan whereby prospective Ford 
buyers in communities remote from 
Chicago and Detroit are urged to 
purchase cars from their local deal- 
ers for delivery in Chicago. 


The customer places his order in 
the usual way with his local dealer, 
but arranges to pick up the car in 
Chicago. The average saving in 
freight and delivery costs thus ef- 
fected is sufficient in most cases to 
pay the cost of the railroad journey 
to Chicago and a part of other ex- 
penses incident to a trip to the fair. 
On the other hand, the local dealer 
receives full credit for the sale, and 
full commission. 


Railroads Cooperate 


Unusual as the plan is, perhaps its 
most unique feature is the fact that 
for what is believed to be the first 
time, railroads and motor car manu- 
facturer are cooperating to boost 
each other’s business. The Ford 
Motor Company is actively engaged 
in drumming up business to Chicago 
for the railroads, and the railroads 
in their turn are just as actively en- 
gaged in urging people to drive their 
own cars from Chicago back home. 

Ordinarily not interested in co- 
operating in any effort to expand 
automobile travel, the railroads real- 
ize that under the plan outlined 
they may benefit by the fact that 
many travelers who ordinarily would 
travel both ways by automobile, if at 
all, are diverted to railroad travel 
for one way at least. This is ex- 
pected to result in passenger income 
for the roads far in excess of any 
loss of freight revenue as a result of 
cars being delivered at Chicago in- 
stead of at more distant points. 

In all parts of the country Ford 
dealers and local station agents have 
been instructed by their respective 
companies to cooperate with each 
other. Railroad stations will display 
a Ford poster, bearing the instruc- 
tions: “See Your Station Agent.” 
Ford dealers will display a poster 
captioned: “See Your Local Dealer.” 
In this way, the tentative traveler to 
Chicago is approached from two di- 
rections and by two separate organ- 
izations. 


Ten Railroads Aid Plan 


Railroads participating in the plan 
include the following: Wabash, Mo- 
bile & Ohio, Denver & Rio Grande, 
Santa Fe, Baltimore & Ohio, Chicago, 
Milwaukee & St. Paul, Illinois Cen- 
tral, Texas & Pacific, Chicago Great 
Western, and Chicago & Northwest- 
ern. In all, 5,000 posters were re- 
leased to railroads before the opening 
of the Chicago exposition, and 7,000 

(Continued on Page 29) 


READY FOR MEETING 


Allyn Mclntire, president of the 
A.N.A., which will meet in Chi- 
cago June 4-6. 


EHFA EXPLAINS 
HOW APPLIANCES 
ARE TO BE SOLD 


Unique Showroom Is Opened 
in Tupelo, Miss. 


New York, May 31.—With the 
opening of a demonstration show- 
room at Tupelo, Miss., by the Elec- 
tric Home and Farm Authority, sub- 
sidiary of the Tennessee Valley 
Authority, and the publication of an 
outline of the finance program for 
dealers of home and farm electrical 
appliances, progress in the govern- 
ment plan to widen the use of ap- 
pliances and current is in evidence. 

(Continued on Page 28) 


Fear Steep 


Rise in 


Cost of Printing As 
Buyers’ Market Ends 


Chicago, May 31.—Advertisers in 
all parts of the country this week 
awakened to the fact that drastic in- 
creases in the price of printing are 
in the offing, where they have not al- 
ready been effected. The burden 
threatens to prove a double one: 
first, in direct costs for sales promo- 
tion literature, and secondly, in 
higher advertising rates which may 
be imposed unless publishers find 
some way to circumvent the new and 
higher printing costs. 

Prices of photo-engravings, electro- 


duction of printed matter over last 
year’s prices are reported as gen- 
eral throughout the field. 


Printers Tell Their Side 


The new printing prices will be en- 
forced by means of the Franklin 
Catalog, for larger printers, and the 
Price Determination Schedule, for 
the smaller ones. The latter docu- 
ment was issued with the sanc- 
tion of the NRA. Printers pay $25 
for each copy of the Franklin Cata- 
log, while the Price Determination 


AVERAGE PLATE COSTS FOR THE PAST FOUR YEARS 


Kind of Plates 
Square Halftones 
CO  SSEET OTC TER EE CETTE 
Outlined and Vignetted Halftones... 
Oval and Circle Halftones ......... 
eas oe ches bs 9 89% 
Combination Halftone and Line.... 
Line Etchings on Copper........... 
Highlight Halftones 


ee) 


Chicago, May 31.—The cost of pro- 
duction of every type of photo-engrav- 
ing adyanced in 1933 over the two 
preceding years, according to a re- 
port of W. B. Lawrence, director of 
the cost accounting and statistical 
department of American Photo-En- 
gravers Association, writing in the 
association’s Bulletin. 

The comparative figures for the 
past four years for the eight classi- 
fications of plates are shown in the 
table reproduced above. Several rea- 
sons may be ascribed for this in- 
creased cost, according to Mr. Law- 


1933 1932 1931 1930 
$5.05 $4.72 $5.20 $5.25 
4.16 3.89 4.08 3.99 
6.72 6.44 6.80 6.55 
6.30 4.98 5.56 5.30 
3.74 3.68 3.56 3.55 
21.35 19.01 20.60 20.82 
6.68 6.59 8.70 7.64 
26.67 22.41 19.30 16.82 


rence, prominent among them being 
the decrease in business and opera- 
tion under the President’s re-employ- 
ment agreement. 

“In the last quarter of the year 
photo-engravers were confronted with 
the certainty of operating under a 
code of fair competition and many 
made changes in anticipation of the 
code which also increased costs,” he 
said. “Thus it will be seen that the 
costs shown in the table present a 
fairly accurate reflection of the 
changing conditions that have con- 
fronted our industry.” 


types, and other materials and serv- 
ices in the graphic arts field have 
already been boosted from ten to 30 
per cent in many instances, while 
paper prices likewise have soared to 
new heights, many grades of paper 
now being quoted at figures approxi- 
mating those of  pre-depression 
heights. Increases ranging upward 
from 20 per cent in the cost of pro- 


Last Minute News Flashes 


Advertising Committee of Proprietary Group Named 
New York, June 1.—Frank A. Blair, president of the Proprietary As- 
sociation, today announced the personnel of the advertising censorship com- 
mittee authorized at the annual meeting last week. 
Members are William Y. Preyer, first vice-president, Vick Chemical 
Company; Lee H. Bristol, vice-president, Bristol-Myers Company, and chair- 
man of the Association of National Advertisers; and William S. Groom, 


general manager, Thompson-Koch Company, Cincinnati. 


The committee is 


authorized to “go to the root of whatever evils exist in the package med- 
icine field,” and members are pledged to abide by the committee’s findings. 

Mr. Blair authorized the committee, which will begin work at once, to 
make full use of the laboratory, research and medical facilities of the 
Centaur Company, of which he is vice-president. 


Lawrence Fisher, Cadillac President, Transferred 


Detroit, Mich., June 1—Lawrence P. Fisher, president and general man- 
ager of Cadillac Motor Car Company since 1925, has been transferred to the 


operating staff of General Motors. 
stadt, former production manager. 


He will be succeeded by Nicholas Drey- 


Under the new set-up Mr. Fisher retains the presidency of Cadillac 
Sales, which functions as a separate unit from the production division. 


Ken Boucher Joins Free & Sleininger 


San Francisco, Cal., June 1—Ken Boucher, for the past year and a 
half executive vice-president of Pacific Association of Advertising Agen- 
cies, and prior to that an account executive in the local office of Lord and 
Thomas, has been named manager of the San Francisco office of Free & 
Sleininger, radio station representatives. 


Schedule is available from their re- 
spective code authorities for 25 cents. 
In spite of the fact that the gov- 
ernment apparently is fixing prices 
which would offer handsome mar- 
gins of profit to the printers, the 
latter profess themselves dissatis- 
fled on three scores. One is that 
the code is technically, but not 
actually in effect. The second is that 
a new wage agreement is being nego- 
tiated in this district which threatens 
to add further burdens to employing 
printers. Third, it is alleged, paper, 
ink, rollers and other materials en- 
tering into the price of the finished 
product are soaring in price. 

The Chicago Business Papers As- 
sociation appointed a committee to 
look into the situation, and after a 
thorough investigation this week 
adopted a resolution declaring that 
Chicago publishers have paid higher 
prices for printing than those in ef- 
fect in other parts of the country 
for many years and that the associa- 
tion is opposed to any advance in the 
cost of publication printing and feels 
that an advance in printing costs is 
not justified at this time. 


Higher Wages Sought 


Meanwhile, a delegation of printers 
will go to Washington soon to try 
to iron out some of the flaws in the 
situation. The chief difficulty, from 
their viewpoint, is that all branches 
of the graphic arts industry, with 
many widely varying problems, are 
trying to climb under one blanket. 
The National Editorial Association, 
which is one code authority, has been 
unable to reach an agreement with 
the United Typothetae of America, 
another. 

The new wage scale has been 

(Continued on Page 30) 
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ADVERTISING AGE 


June 2, 1934 


NRA Reserves Control 
Over All Code Labels | 


After June 15 the use and distri- | 
bution of NRA labels will be gov- | 
erned by regulations prescribe® by 
the NRA, it has been announced. 

These regulations make it clear | 
that the right to withdraw or with- | 
hold labels is vested solely in the 
NRA, but code authorities may, after 
hearings and upon sufficient evi- 
dence, temporarily suspend the issu- 
ance of insignia. 

Plan Outdoor Meets 

Two state outdoor advertising as- 
sociations will hold their annual 
meetings in June. Nebraska will meet | 
at 3823 Leavenworth St., Omaha, 
June 8, while Jllinois will meet at | 
Hotel Fort Armstrong, Rock Island, 
June 26-27. 


| the 


Dealers Build 


Tin Dinosaurs 


In Oil Tie-Up 


New York, May 31.—Dealers of the 
Sinclair Refining Company are show- 
ing so much interest in the magazine, 
“Picture News,” provided by the com- 
pany, with a localizing touch, that 
more than 1,000,000 copies are now 
being distributed monthly. The back 
is devoted to a full-page picture of 
dealer’s own station, or some 
other advertisement for the station. 

In resuming its “war on oil boot- 
leggers,” Sinclair has set a premium | 


| on local activities. Besides using the | 


magazine, dealers are urged to make 
a certain number of personal calls, 
using “The Sinclair Law of Lubrica- 
tion” as a door-opener. Special dis- 
plays of Pennsylvania and Opaline 
motor oils are also in order in the 
tamper-proof can. 

Dealers have shown a good deal of 
ingenuity in building their own ad- 
vertisements of empty oil cans. Dino- 
saurs, trains, houses, coaches and 
other objects have been created in this 
way, the Sinclair menagerie being of 
special interest to the sculptors, 

The company oil campaign will run 
in quarter pages in 1,000 newspapers 
and larger space in Collier’s, Fortune, 
Saturday Evening Post and Time, 
Most of the copy will show the Sin- 
clair dinosaur maltreating a_ boot- 
legger in the interest of motorists. 


“Chicago News” Prints 
Largest Roto Section 


A 52-page color photogravure sec- 
tion featuring the Century of Prog- 
ress was distributed with the May 
31 issue of Chicago Daily News. It 
is said to be the largest color photo- 
gravure section ever printed in the 
United States, and possibly the 
world. 

Much of the advertising in the sec- 
tion consisted of specially prepared 
copy featuring the exhibits of na- 
tional advertisers at the exposition. 


Named Representative 

Beckley Newspapers Corporation, 
Beckley, W. Va., publisher of the 
Post-Herald and Raleigh Register, 
has appointed Howland and How- 
land, Inc., to represent the papers 
in the national field. 


to the only Outdoor Electric Sign 
Advertising Exhibit at a Century of Progress 


ture of 


“ee oe 
Signs. 


hibit, in 


lighting 
Light 


tion). 


(True daylight 


1 « How Neon and other gases are 


obtained for use in the manufac- 


gaseous tube signs and 


illumination. 


=. An operating model of the 
new Chevrolet electric spectacular 


erected on Chicago’s “Skyline of 


a Concealed gaseous tube il- 


lumination of the walls of the ex- 


color. 


4. Gaseous tube illumination of 


the exhibit, using Federal’s new 


units giving a Northern 


illumina- 


Federal Electric Company and Claude Neon Federal Company 
cordially invite you to visit their exhibit in the Electrical Build- 
ing at A Century of Progress, showing: 


\ 


& Illuminated transparencies, 
in color, of the various types of 
electric signs used in present-day 


advertising practice. 


6. Illuminated transparencies, 
in color, of many of the build- 
ings illuminated by Federal at the 


” . . 
Fair. 


‘te An aquarium lighted by Neon 
tubes immersed in the water, em- 
phasizing the “cold light” prop- 


erty of gaseous tube illumination. 


In 


addition, 


fascinating demonstrations will be 
performed on a stage provided for 
the speaker in charge, as he ex- 
plains the various parts of the ex- 
hibit enumerated above. 


this 
formative exhibit! 


. 
Iniss 


interesting 


entertaining and 


and 


Don’t 
in- 


FEDERAL ELECTRIC COMPANY, 
CLAUDE NEON FEDERAL 


225 NORTH MICHIGAN AVENUE, CHICAGO, 
BALTIMORE CINCINNATI DALLAS DULUTH HOUSTON INDIANAPOLIS LEXINGTON 
MINNEAPOLIS NEW ORLEANS PHILADELPHIA ST. PAUL 


Subsidiaries: 


FEDERAL BRILLIANT CO. 
St. Louis and 
Kansas City, Mo. 


INC. 


COMPANY 


ILLINOIS 


LOUISVILLE MILWAUKEE 


CLAUDE NEON FEDERAL CO. SOUTHWEST 
Oklahoma City, Okla. 


Tulsa, Okla. 


Wichita, Kansas 


PUT FINISHING 
TOUCHES ON Bie 
A.N.A. PROGRAM 


Announce Presiding Officers 
for Sessions 


Chicago, May 31.—The program 
for the semi-annual meeting of the 
Association of National Advertisers 
was whipped into final shape today, 
with announcement of the men who 
will preside at its sessions, as wel] 
as the group meetings which are to 
be held. The convention begins at 
the Edgewater Beach Hotel Monday, 
running through Wednesday. Those 
interested in radio, however, wil] 
hold a meeting Sunday. 

John H. Platt, advertising man. 
ager of Kraft-Phenix Cheese Corpor. 
ation, is chairman of the local A. N. 
A. committee on arrangements. 

Stuart Peabody, of the Borden 
Company, New York, will preside at 
the initial session Monday morning. 
Allyn B. McIntire, Pepperell Manuv- 
facturing Company, president of the 
A. N. A., will wield the gavel at the 
meeting Monday afternoon. 

Allan Brown, Bakelite Corpora. 
tion, New York, will be in the chair 
Tuesday morning. Turner Jones, of 
Coca-Cola fame, will preside Tues. 
day afternoon. President McIntire 
again will be in charge Tuesday 
night, when the association holds its 
banquet. 

Many Group Sessions 

The radio group will hold a meet- 
ing Sunday, with Harold B. Thomas, 
advertising and general sales man- 
ager of the Centaur Company, New 
York, presiding. 

Other group meetings will be held 
late Monday afternoon and evening, 
with the following directing discus- 
sions: petroleum, R. J. Flood, sales 
promotion manager, Gulf Refining 
Company, Pittsburgh; dry _ goods 
and wearing apparel, A. O. Bucking: 
ham, advertising director, Cluett, 
Peabody & Co., New York; drug 
products, Ernest M. Oswalt, presi- 
dent and sales manager, Campana 
Corporation, Batavia, Ill.; foods, §. 
C. Gale, advertising manager, Gen- 
eral Mills, Inc., Minneapolis; indus 
trial, Ralph Leavenworth, general 
advertising manager, Westinghouse 
Electric & Mfg. Company, East 
Pittsburgh, Pa. 


Kansas City Club 
Re-Elects Koerper 


Karl R. Koerper, sales manager 0! 
Greiner-Fifield Lithographing Com 
pany, was re-elected president of the 
Advertising Club ot Kansas City, Mo. 
at the annual meeting held May °. 
Other officers are: 

J. Maurice Hoare, manager of sales 
promotion, American Asphalt Roo! 
Corporation, first vice-president; Mrs. 
Russell Stover, secretary, MI. 
Stover’s Bungalow Candies Compaty, 
second vice-president; Royal %. 
Jones, “Jones Prints,” secretary; Bet 
H. Henthorn, president, Kansas Cily 
College of Commerce, treasurer. . 

Lou E. Holland, president, Hollan¢ 
Engraving Company; Bruce B. 
Brewer, vice-president, Ferry-Haly 
Advertising Company; and R.- 
Potts, president, R. J. Potts Advert 
ing Company, were elected to the 
board of governors. Holdover mem 
bers of the board are Mrs. Frances *» 
Connally, Murrel Crump, Jerome & 
Galvin, Francis J. Gable, Ray S20* 
grass, and Charles G. Wallace. 


New Labeling Rules 
Set Up for Brandy 


Brandy must be a grape product 
order to be labeled simply “brandy. 
the federal alcohol control adm!) 
stration has ruled. » 

If the brandy is distilled from 4 
source other than fermented juice © 
fresh grapes the label must clear!) 
indicate the kind of fruit used. 


On Code Authority | 
H. N. Williams, purchasing age" 
Scott & Fetzer Company, Clevelan® 


A + sotration 
has been appointed administrar 
member of the code authority ye 
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Illustration by The New York Times Studios. 


Wy we urge You lo Study this Census 


4 With this new and‘ accurate information, any advertiser can 
“ make more effective sales-plans for New York. The Consumer 
i Census was made independently and impartially by R. L. Polk 
y ff & Company. Comprehensive in scope, it has been boiled down 


4 so that you can quickly get at any facts in which you're in- 
M. terested. It is clear, understandable, usable. The New York 
“i Times is ready to present the Census to advertisers and adver- 
lising agencies. Why not right now dictate a short note saying 


that you do want to see the Census results that apply to your own 


ly 

bk problems? Address: Advertising Dept., The New York Times. 

ini: 

ny 

Che New Bork Cimes 
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jus SET PAID SALE FOR 6 MONTHS ENDED MARCH 31, 


i ee 


~ 


iow ooo New Statistics 


on New Yorks Consumers 


boiled down for Quick Use 


The first complete Consumer Census of the world’s 
largest single market... What New York likes, buys 
and reads... NOW FREELY AVAILABLE, 
through The New York Times, to all who want more 
business, more profit, from New York. 


A FEW OF THE IMPORTANT 
SELLING - QUESTIONS THIS 
CENSUS ANSWERS EXACTLY 


“a 


Who are New York's best buying 
families? How do they compare 
in buying-volume with the rest of 
the market? How to reach them? 


What are New York's existing 
brand-preferences . . . in Coffee, 
Bread, Breakfast Foods, Soaps, 
Canned Goods, Tooth Pastes, 
Shaving Cream, Clgarettes? How 
big a market still remains to be 
sold such preferences? 


Where do your brands or products 
stand? 


What prices do New Yorkers 
now habitually pay...for House 
Dresses, Women's Hats, Men's 
Shoes, Men’s Hats, Coats, Hos- 
iery? 


What families own New York's 
homes, checking accounts, savings 
accounts, life insurance ? 


What are New York's favorite 
vacuum cleaners, mechanical re- 
frigerators, electric washers, 
pianos? How many families own 
them; and how many do not? 


Where is ownership of New 
York’s automobiles concentrated ? 
How old are these cars? Were 
they new or used when pur- 
chased? 


How does New York vote, on 
(and buy!) tires, gasoline, oils? 
How many buyers are still open 
to brand-selling? 


How effective are your present 
advertising-and-sales-plans when 
checked by this new information? 


1934, AVERAGED 475,682 


ALSO NEW AND EXACT 


MEASURE OF SALES-POWER 
OF THE NEW YORK TIMES 


LPF 


Note. All information about 
New York newspapers is on 
the new basis of Hlome-Effec- 
tiveness...that is, circulation 
that goes regularly into the 
home, as directly reported by 
the women buying-heads of 
families. 


New York Times readers own 
their homes, or pay rentals 80% 
above the New York average. 
Carry 112% more insurance per 
family. 


Of The New York Times home- 
effective circulation 112% more! 
families own washing machines 
than is the average for New 
York...129% more own mechani- 
cal refriwerators ... 152% more 
have checking accounts, ..62% 
more have savings accounts. 


The New York Times week- 
days reaches homes of New York 
families above the lowest living 
standard group at a cost per 
home 15% less than any other 
New York newspaper. ..and 80% 
less chan the average for all. 


The Sunday edition of The 
Times reaches these homes at a 
cost per home 44% below any 
other newspaper...83% below 
the average. 


A greater percentage of New 
York Times circulation—either 
weekday or Sunday—is “home- 
effective” than that of any other 
Manhattan newspaper. 


The sales-building power of 
The New York Times—so many 
times demonstrated—is now quite 
exactly defined, and measured 
for your use! 


WEEKDAYS, 743,092 SUNDAYS 
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Is Advertising Ready Now for 
Self-Regulation? 


Recent developments have made it 
increasingly clear that leaders of ad- 
vertising are agreed on the facts con- 
cerning the regulation of advertising. 
They admit that there is a small 
amount of objectionable advertising, 
they find that the public resents it 
and tends to blame all for the sins 
of the minority, and they agree that 
control of this limited and numeri- 
cally unimportant group is needed. 
Further, they agree that bureaucratic 
control of advertising through the 
enactment of federal legislation is 
undesirable, because of the difficulties 
of insuring intelligent administra- 
tion which would penalize the guilty 
without serious damage to the inno- 
cent. 

Allyn MclIntire, president of the 
Association of National Advertisers; 
William C. D'Arcy, retiring chairman 
of the American Association of Ad- 
vertising Agencies, and Edgar Ko- 
bak, president of the Advertising 
Federation of America, have all dis- 
cussed various phases of this subject 
in recent addresses, and they agree 
with remarkable unanimity on the 
main features of the situation sum- 
marized above. Furthermore, we be- 
lieve that the rank and file of adver- 
tising executives support the points 
of view which they have developed. 

The facts thus being agreed on, the 
obvious next move is in the direction 
of action for self-regulation and con- 
trol, as a means of providing protec- 
tion for business and the public, and 
eliminating the necessity for govern- 
mental intervention. As ADVERTISING 
AGE has pointed out for many months, 
nothing would so speedily remove the 
demand for extreme and burdensome 
legislation as effective action within 
the industry. A demonstration of the 
ability of advertising to police its own 
field would provide convincing rebut- 
tal of all of the adverse arguments 
except those of the fanatics who re- 


gard business as essentially dis- 
honest, and advertising as the seduc- 
tive means by which the unprotected 
consumer is regularly exploited. 

But action is needed to give point 
to current discussion, and to provide 
the only really complete answer to in- 
telligent critics of advertising and 
advertisers—action which will sat- 
isfy reasonable demands for control 
of the delinquent minority. The field 
is thoroughly aroused to the need of 
doing something, but until something 
is actually done discussions will con- 
tinue merely to emphasize a point 
which is already sufficiently clear to 
the great majority of 
people. 

ADVERTISING AGr believes that the 
most effective and practical means of 
control lies in the hands of publish- 
ers and other owners of advertising 
mediums. While this is a debatable 
point, it is evident that bureaus and 
committees representing many diverse 
interests find it next to impossible 
to proceed to effective action. The 
publisher, on the other hand, has the 
double responsibility of protecting 
his readers and his own property, 
and at the same time maintaining the 
general belief in advertising which is 
the foundation-stone on which all ad- 
vertising and publishing values rest. 
Publishers have the facilities for the 
organization of the necessary ma- 
chinery to pass on questionable copy, 
and to apply the technical measure- 
ments needed to determine its accur- 
acy as well as the desirability of the 
advertised products from the stand- 
point of the public welfare. 

Now is the time for action, moving 
specifically and effectively in the 
direction of control of advertising 
which menaces the value of all other 
advertising. The entire field is ready 
to endorse and support a program of 
this character. 


advertising 


Price-Fixing Under the Graphic 


Arts 


The graphic arts code 
the establishment of cost figures on 
which sales prices may be based. AI- 
ready the existence of this authority 
is providing opportunity for the es- 
tablishment of effective price-fixing 
in many branches of the industry. It 
seems evident that the objective of 
this effort is to raise the prices of 
printing and plates substantially, thus 
increasing one of the main factors in 
advertising production costs. 

Those who have the best interests 
of the graphic arts industries at 
heart will render valuable service by 
counseling moderation in any such 
movement at this time. Advertising 
is a vital and necessary part of busi- 


authorizes | 


Code 


ness development activities, and as 


| such is indispensable in the program 


of business recovery. Price increases 
not based on necessary increases in 
costs are not justifiable, and are not 
sound from the standpoint of indus- 
try policy. 

Advertisers are desirous that those 
who serve them make a reasonable 
profit on their efforts, but they will 
not be disposed to submit to the ap- 
plication of unreasonable price in- 
creases without protest. At this 
stage, the efforts of those concerned 
primarily with raising prices, rather 
than stimulating the use of printed 
matter in the promotion of sales, 
seem decidedly ill-advised. 


Butler Rallies to 
Support of Maloney 


To the Editor: The contribution of 
Scranton’s Frank J. Maloney in your 
May 19 issue interested me. I didn’t 
fail to notice that you followed his 
protest regarding your back page 
“sex-o-graphs,” with a letter from 
Bashful Gent Ellison, accompanied 
with another of those naughty illus- 
trations. If I may be permitted the 
admonition, don’t be so Vox Populi. 

Seriously, I think Maloney has 
called you on something. Inasmuch 
as I’m the lad in this organization 
who receives your paper, I could 
hardly miss noticing that each back 
page carried at least one sensual fe- 
male. What’s it for, variety? Or do 
you believe, along with a lot of ad- 
vertising men, that the only way to 
get attention is to picture a nearly 
naked feminine. 

Men have plenty of opportunity to 
view the undraped (or nearly un- 
draped) figure, either in the flesh or 
in print. There are the burlesques, 
the well-known smokers, and now 
again, the beaches. Magazines de- 
voted to the full and partial nudism 
seem to be still getting circulation. 
Why, then, clutter up the pages of 
legitimate publications with personal 
scenes among the porcelain furniture? 

I’m no Crusader—far from it. But 
I do believe that advertising men are 
going Old Roman when they depend 
on naked sex to put their stuff over. 
Why not leave that to Eddie Cantor 
and the Hollywoodians? You see so 
much Body Allure in the movies that 
it gets tiresome. Even if a lady has 
a figure, when she wants to splash 
around in the tub or towel the torso 
—My God, why not let her have pri- 
vacy? 

Here’s a thing that has often 
puzzled me: Most of the sexy ad pic- 
tures appear along with copy direc- 
ted almost entirely at woman. I’ve 
never known a woman yet who took 
much interest in other women’s ex- 
posed busts and thighs. (Well, I have 
been careful where I’ve been). But 
really, Mr. Editor, most women still 
have a degree of modesty. Why con- 
tinually flaunt the skin-deep charms 
of a troupe of professional photo 
models for their benefit? 

And another thing—have a care 
for your readers, After all, when you 
have another batch of letters to get 
out dealing with unromantic topics, 
your mind should be somewhere near 
your work. It’s summer again. And 
male emotions quicken quickly, even 
without the aid of tea, with stuff like 
this lying around on office desks. 

Use your editorial power sometime 
to tel] these lazy ad men not to lean 
so heavily on women—yes, naked 
ones. 

LEE M. BUTLER, 
Sales Promotion, Cleveland, O. 
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And Bradbury Takes 


an Opposite Position 

To the Editor: Following the read- 
ing of our good fellow subscriber’s 
letter of protest in one of your recent 
issues, I cannot help but feel that Mr. 
Maloney would find perfect solace in 
Esquire’s “Sound and the Fury” de- 
partment. 

There are, without question, a lim- 
ited few in our advertising brother- 
hood who literally scorn the inclusion 
of the semi-nude female and her as- 
sociate themes within a paper or 
magazine of national coverage, re- 
gardless of its confinement to either 
text or advertising pages. These few, 
in all probability, govern the pub 
licity of a commodity whose agent of 
sale calls for the ultra-conservative 
in display. 

In defense of Munsingwear: These 
people, above all, possess the right to 
the human figure and its artistic ex- 
posure to the trade, and certainly 
are entitled to vie for first place in 
the week’s most outstanding illustra- 
tions found on the back cover of your 
paper. 


the trade-paper, should Mr. Maloney 
refer to industrials, I can here whole- 
heartedly side with the gentleman. 
ADVERTISING AGE, however, is a trade 


As to the nude finding her way into | 


The Voice of the Advertiser 


HELPFUL HINT TO CIRCULATION MANAGERS 
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—Chicago Tribune. 


paper of those strictly sensed with 
the promotion of sale ...and what a 
diversified following hath this multi- 
tude. 
LEWIS DaLRYMPLE BRADBURY, 
Manager of Advertising, Birds- 
boro Steel Foundry and Ma- 
chine Company, Birdsboro, 
Pa. 
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Mr. Ellison Breaks 


Into the News Again 
To the Editor: If Mr. Ellison of 
Brunswick-Balke-Collender Company 
found the Balsam Wool worker asleep 
with his back to the beautiful babe of 
Standard Sanitary’s new bathtub, I 
wonder what happened to the gang 
in Mr. Ellison’s advertisement ap- 
pearing currently in several publica- 
tions. 


HAIL! HAIL! 
The Gang’s 
All Here! ! 
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| THE BRUNSWICK: BALKE - COLLEND 


Wouldn’t “Deserted Villa” or, per- 
haps “Speakeasy Scene as Police Ap- 
proach,” have been a better caption 
for the enclosed advertisement than 
the one it bears? 

E. S. DANKS, 
Publishing Director, Liquor In- 
dustries Wholesale, Chicago. 
= © 


Spanking the Cub 


To the Editor: When your Copy 
Cub is so very smart, why did he 
have to pull that atrocious pun about 
“butter time in Elgin,” when any- 
one knows that Elgin is supposed to 
have “better time’? 

R. A. WoopaLt, 
President, MacRae’s Blue Book 
Company, Chicago. 


v v v 
Bouquet 
To the Editor: Herewith find 


check covering a three-year renewal 
| of subscription to your splendid pa- 
per. 

Like most other heads of agencies, 
I receive far more free copies of pub- 
lications each month than I ean find 
‘time to read; so any publication that 


can coax three-years-in-advance sub- 
scriptions for cash from agency ex- 
ecutives must be filling a very defi- 
nite need in its field—to use the old 
Coca-Cola slogan: “It had to be good 
to get where it is.” 

Of the multitude of trade papers 
and magazines which come to my 
desk each week, there are only two 
which I always make it a point to 
go through carefully—one being 
ADVERTISING AGE. At three or four 
times your subscription price your 
paper would still be a good buy. 


Wo. G. ScCHOLTs, 
Scholts Advertising Service, Los 
Angeles, Cal. 
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Importance of Commas 

To the Editor: Recent letters pub- 
lished in the “Voice of the Adver- 
tiser” on the superfluity of commas 
in car cards and their absence in a 
twenty-four sheet display, reminded 
me of a little item read recently illus- 
trating the importance of commas. 

A note was sent by Ethel Barry: 
more to Margaret Anglin reading as 
follows: 

“Ethel Barrymore says Margaret 
Anglin is the greatest actress on the 
stage.” 

The recipient of the note inserted 
two commas and returned it to the 
sender. The note then read: 

“Ethel Barrymore, says Margaret 
Anglin, is the greatest actress on the 
stage.” 

R. A. LANGER, 
Advertising Manager, American 
Metal Market, New York. 
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A Discussion of What 
Makes Ladies “Saftig’ 


To the Editor: When I got home 
last night I found my wife and some 
lady friends drinking beer. My wile 
always opens ADVERTISING AcE whel 
it comes in on Monday and she gels 
quite a kick out of reading Roush 
Proofs. 

However, on my arrival last nigh! 
she called my attention to a par 
graph intimating that beer drinkins 
makes the ladies “saftig.” She asked 
me to write you a note and tell you 
that this isn’t true and she can prove 
it. So can I. 

On the back page of the same issu° 
you have an illustration of the ne¥* 
paper advertising of the California 
Brewing Association, and it is rathe! 
significant that the particular illus: 
tration shown is of an advertiseme® 
that tells why beer is not fattem!ms 
Anyway, there’s a lot of beer wow! 
sumed in my household and 5° fal 
nobody has complained that it is add: 
ing anything to his or her avoitd’ 
pois. 

Davip B. Ginso%, 


Vice-President, Western Bree’ 


Chicago. 
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STUDEBAKER SALES Co. 
OF CHICAGO 
GENERAL OFFICES: TWENTY-FOURTH AND FEDERAL STS. 


CHICAGO, ILLINOIS 


HENRY R. LEVY. PRESIDENT 


May 21,1934 


Mr. George F. Hartford, 
Advertising Director, 
The Chicago Daily News, 
Chicago,Illinois 


Dear Mr. Hartford: 


It may interest you to know that in the 
first four mnths of 1934 Studebaker increased its sales 
in Cook County more than 82% over the same period of 1933. 
This was by far the largest percentage of increase made by 
any automobile in Studebaker's price class. 


We chose Cook County for the concentration 
of special sales effort because we felt that the largest 
percentage of cars in our price class could be sold there. 
59% of our entire Chicago newspaper advertising was placed 
in The Daily News during this period, as compared with 35% 
in 1933, because we believed it could do the job better for 
UBe 


Under the circumstances we believe you deserve 
a@ good share of the credit for our gratifying 3ales increase. 
You can be sure that we are more sold on The Daily News now 
than ever. 


Needless to say we are moet greatful for your 
splendid assistance. 


RHK/K 


Vice-President 
STUDEBAKER SALES COMPANY 
OF CHICAGO 


WEST SIDE BRANCH 
4653-55 WASHINGTON BLVD. 


TEL. MANSFIELD #260 


NORTH SIDE BRANCH SOUTH SHORE BRANCH 
6335 BROADWAY 7730 STONY ISLAND AVE. 
TEL. SHELDRAKE 4690 TEL. SAGINAW 8500 


EVANSTON BRANCH 
18634 RIDGE AVENUE 
TEL. UNIVERSITY 2700 


TELEPHONE CALUMET 6480 


MAIN SALES ROOM, micHiGan AVE. AND TWENTY-SIXTH 8T~PHONE CALUMET 6480~MAIN SERVICE STATION, TWwenty-rouRTH AND FEDERAL 8Ts. 


3622 LAWRENCE AVE. 


With 59% of Its Total 
Chicago Advertising in 
The Chicago Daily News 


Reason as Studebaker did . . . and profit 
as Studebaker did: Seventy-one per cent 
of the total spendable money income in 
Illinois is in the Chicago trading area. 
Sixty-three per cent of total retail sales. 
Sixty-two per cent of new automobile 
sales (1933) . . . 54% in Cook County 
alone. {Ninety-five per cent of the cir- 
culation of The Chicago Daily News is 
in the Chicago trading area. The largest 
volume of retail advertising in any Chi- 
cago daily newspaper is in The Daily 
News. It offers the largest retail market 
in Chicago. It has the largest daily home 
coverage. Studebaker concentrated 
59% of its total Chicago newspaper ad- 
vertising in The Daily News during the 
first four months of 1934, jumping the 
figure from 35% in 1933. Sales increased 
82% in Cook County... and more 


throughout the trading area. JA good 


ALBANY PARK BRANCH 


TEL. KEYSTONE 9240 


job .. . which any automotive advertiser 


can emulate. 


THE CHICAGO DAILY NEWS 


EVERY YEAR A YEAR 


SEORGE A. McDEVITT CO., National Advertising Representatives, NEW YORK—CHICAGO—PHILADELPHIA—DETROIT—SAN FRANCISCO 
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3 ADVERTISING 
MEN CONTRIBUTE 
TO COMIC SHEET 


‘Bawl Street Journal’ in 
1934 Appearance 


New York, May 31.—Perhaps ad- 
vertising men prefer to take their 
work seriously at all times and per- 
haps they are too busy with the cur- 
rent rush of business from every 
quarter to spend time in extraneous 
activities. 

Be the reasons what they may, the 
fact remains that advertising men 
generally remained aloof from the 
competition for the “Bawl Street 
Journal” prizes this year, though 
special efforts were made to interest 


them With the appearance of the 
annual burlesque edition of the 
Wall Street Journal May 25 at the 


field day of the Bond Club of New 
York, the editor, John A. Straley, of 
Corporate Equities, Inc., announced 
that only three winning contributors 


One 


i 


could be identified with advertising. 

The connection of one of them, L. 
Lester Krugman, is academic at 
present, although he has seen serv- 
ice as reporter and advertising so- 
licitor on metropolitan dailies and is 
now a student of advertising at Co- 
lumbia. Neither he nor R. Girdler, ot 
Doremus & could bring them- 
selves to the point of mocking printed 
salesmanship, however, and confined 
themselves to competing for editorial 
feature prizes. 


Co., 


Murplin Turns Wit 


The greater distinction, therefore, 
is that of Howard Murplin, of Dore- 
mus & Co., who wrote an advertise- 
ment for J. P. Morgan & Co., which 
the bond men informally voted one of 
the two funniest in the paper. It 
read: 

“All we know is what 
the newspapers. If you don’t be- 
lieve it, send for a copy of our 
United Aircraft letter to Senators.” 

The other bit of drollery which 
struck the securities men as uproar- 
iously funny was the business card, 
“Dillinger, Read & Co.’’, one of the 
few advertisements to bear a ficti- 
tious signature. 

Despite the disinclination of ad- 
vertising men to participate in pre- 
paring the “Bawl Street Journal” ad- 
vertisements, they and advertisers 


are keenly aware of the value of the | 


publication as an advertising 
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GENERAL NUISANCE CAR 


One of the large general adver- 
tisements in the ‘Bawl Street 
Journal." 


dium and many national advertisers 


at one time or another have tried 
to buy space in it. 
The rule that space will not be 


sold is never broken but would-be 


¥ NEWSPAPER SELLS THE 


OLIS 
IUS- 


The rich, responsive Indianapolis Radius, comprising the city of 
Indianapolis and the 70-mile radius which it directly influences, 


is a unified, stabilized market. 


Here are upward of two million 


consumers . . . 92°/, native born white . . . 98°, literate. There 
are no racial or language problems. Diversified income and well- 
distributed buying power, combined with high standards of living, 
assure a steady demand for products and services appealing to 
progressive American families. 


Equally as important as the high sales potentialities of the In- 
dianapolis Radius is the fact that it can be thoroughly cultivated 
through one dominant newspaper for a single, economical adver- 


tising investment. 


For 38 consecutive years The News has been 


first in advertising in Indianapolis. It is the home newspaper . . . 
delivered to the home... read in the home... depended upon 
as the family buying guide. In coverage ... in reader confidence 
and responsiveness . . . in its long history of proved productivity 
. . . The News is amply equipped to sell the Indianapolis Radius 
for you, economically and profitably . . . ALONE. 


THE | 


DIANAPOLIS 


NEWS 


SELLS THE INDIANAPOLIS RADIUS 


NEW YORK: 
Dan A. Carroll 
110 East 42nd Street 


CHICAGO 
J. E. Lutz 
180 N. Michigan Ave. 


advertisers have the privilege of en- 
tering copy over their signature in 
the competition with the chance that 
it will be published free on accept- 
ance. 
companies and a leading department 
store noted for its copy department, 
among many others, have tried in 
vain to break in this way. 

It isn’t exactly a coincidence, 
either, that practically all regular 
advertisers in the Wall Street Jour- 
nal appear in the “Bawl Street Jour- 
nal” in customary size of space and 
pusit.on. If the advertisers or their 
agencies do not supply the comic 
copy themselves, the group of liter- 
ary members of the club which has 
the publication under its wing steps 
into the breach. 


White Rock Tells "Em 

In the non-industrial classifica- 
tions, an advertisement for White 
Rock drew a preferred position. It 
was illustrated with a drawing of an 
animal half bear and half bull, the 
bear hindquarters being separated 
from the bull foreparts with a fa- 
miliar dotted line. The text read: 

“Enough to make a bull out of any 
bear! Come over on the bulloney 
side. 

“The 
Special 


wise ones say, ‘Why spoil 
Old Reserve or Old Over- 
holt’ with fuzzy water, just to be 
alkaline. If you want real inflation, 
dilute it with White Rock.” 

Following are some of the witti- 
cisms with which tailors and haber- 
dashers commended themselves to 
customers and prospects: 

“Get sacked in a sack suit.” 


“Our new English woolens are 


smarter than most of our custom- 
ers.” 
“Replace the shirt you lost in 


1932.” 

“Ask about our conference trous- 
ers, designed with an _ extra-thick- 
ness of material in the seat and 
guaranteed to outwear those Wash- 
ington code room chairs.” 

Rival railroad companies stressed 
the superiorities of their service like 
this: 

“To leave town in a 
the Broadway Limited.” 

“The Century has never defaulted 
on the prompt daily return of its 
excess fare. Sleep? You'll be 
knocked unconscious.” 


hurry take 


Paraphrasing Slogans 
The feature of the copy of invest- 
ment houses was the humorous para- 
phrasing of well known offerings. 
Following are typically waggish bits 
of selling talk which reflect current 


difficulties in the investment field: 
“We recommend Chase National 
Bank. Always a run for’ your 
money.” 
“We maintain the same unlisted 
trading service that once upon a 


time maintained us.” 


“We fiddle with U. S. Government 


Notes. Private ire from Washing- 
ton.” 
“We dare you to make bids.” 
“You dig up the money. We'll 


dig up the corpse.” 

“Don’t buy bonds from others and 
risk losing your money. Chance 
plays no part here.” 

Copies of the “Bawl Street Journ- 
nal” may be obtained for 50 cents 
each at the offices of Kean, Taylor 
& Co., 20 Exchange Place. 


Jennison Named Head 


of Worcester Club 


Edward P. Jennison, treasurer of 
the Becker College of Business Ad- 
ministration, was elected president 
of the Worcester, Mass., Advertising 
Club at the annual meeting held at 
Wachusett Country Club May 22. 

Other officers are C. Jerry Spauld- 
ing, vice-president; Paul F. Goward, 
second vice-president; George H. 
Spaunburgh, Worcester Y, M. C. A., 


re-elected secretary; and Leslie B. 
Goff, Worcester Morris Plan Com- 
pany, treasurer. 


A. Gehly Schwartz 
Forms New Agency 
A. Gehly Schwartz, for the past 
two years advertising and sales pro- 
motion manager for the Hadley Com- 
pany, Springfield, Mass., and at one 
time advertising manager of Kresge 
Department Store, Newark, and as- 
sistant advertising manager of R. H. 
Macy & Co., New York, has resigned 
to devote his entire time to the Gen- 
eral Advertising Agency, Myrick 
Bldg., Springfield, which he owns. 
The agency also has offices in Hart- 
ford, Conn., and New York. 


Two of the big four cigarette | 


ROTO CAMPAIGN 
FOR ESSO TELLS 
SERVICE STORY 


New York, May 31.—What is be. 
lieved to be one of the largest color 
rotogravure campaigns ever run ip 
| the East and South Central states 
|}has been started by the Standard 
Oil Company of New Jersey and as. 
|sociated companies featuring Rs. 
| solene gasoline. 


| The theme is the _ institutional] 
|service rendered under the Esgo 
| sign from Maine to Louisiana. The 


advertisements will appear in 3] 
newspapers during the motoring sea. 
son from now until the end of Oc. 
tober. 

The main illustration in each wil] 
be a water color depicting some fa. 
mous haven for travelers known the 
world over. This is tied up to photo. 
graphic illustrations of unusual sery. 
ices being rendered to wayfarers at 
the 30,000 wsso “havens.” 

In stressing “Esso Planned Sery. 
ice,” the rotogravure campaign com- 
plements a general campaign 
launched some time ago following 
completion of 15,000 interviews with 
motorists. As a result of these in- 
terviews the company has gone out 
of its way to meet the service de- 
mands of its customers. 


Owl Still Appears 


The new rotogravure campaign 
will present the institutional service 
in a colorful way. Avoiding argu- 
ment on product, in a field where 
competitive claims have raised ad- 


vertisers’ emotions nearly to fever 
point, it is thought the new copy 
will be the most elevated type in 


which the petroleum industry could 
indulge. McCann-Erickson, Inc. is 
in charge. 

The Wise Owl, which appeared a 
few months ago in Esso black and 
white newspaper copy and later was 
taken to outdoor boards and _ post- 
ings as well, has a place in the roto- 


gravure service series, but without 
the parrots. 
He is used for station identifica- 


tion, suggesting that people should 
think clearly on gasoline and oil 
matters and not be mislead by par- 
rot-like competitive claims said to be 
widely prevalent in petroleum ad- 
vertising. 

In each advertisement the touring 
theme will be developed. A monthly 
house organ, “Esso Tours and De- 
tours” containing official maps of 
current road construction, vacation 
and general touring data, available 
at the stations, is stressed. 

All will follow the general scheme 
of the first copy which appeared this 
week, which dealt with the Oasis 
Bou Saada which has served for cel- 
turies as a saving haven for travel 
ers across the vast reaches of the 
Algerian Sahara. 

Others to follow soon will present 
such welcome havens as the mol: 
astery in St. Bernard's Pass in the 
Alps, Hudson’s Bay Mission station. 
rest huts for travelers in Burma's 
jungles and a spot in Lhasa, Tibet. 


Hinze-Ambrosia to 


” 
Sponsor “Your Lover 

A new program, “Your Lover,” !! 
which an unidentified tenor conducts 
an intimate, tender conversation with 
a predicated sweetheart betwee! 
songs, was launched over WEAF. 
New York, this week under the 
sponsorship of Hinze-Ambrosia, Inc 
The program will be heard three 
times weekly for 15 minutes. Cowal 
Hinze-Am- 


& Dengler, Ine., is the 
brosia agency. 


“St. Louis Star-Times” 
Appoints C. J. Snyder 


C. Joseph Snyder has become a 
vertising manager of the Sf. Louts 
Ntar-Times, succeeding R. S. Pparket 

Mr. Snyder was formerly vice-prest 


: ne 
dent and general manager 0 so 
Milwaukee Sentinel and Aare 
News. He was also identified W'™ 


Paul Block & Associates. 


Sells “Story” Space 


adver: 
Beryl Berk has been named 30 
‘tising manager of Story, New Y! 
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‘| @ coverage 
1 


Markets are people; therefore advertising pays best where 


y the most people live and the most dealers are concentrated. 
n 
d 
is - 

e value 
d Metropolitan offers the lowest page and half page 
; per thousand rates in Metro Comics, and  rotogravure 


4 
e quantity 
| Present circulation over five and a quarter million families, 
r nearly sixteen million readers. One order, one piece of 


> 


| , - AUTOMOTIVE SALES 


Get advertising coverage in America’s richest market where 
real profits can be made. 


milline in Metro Gravure that is lower than most morning and 
evening paper black and white millines. 


copy, one handling and no plate cost. 


| { IP 60% METROPOLITAN STATES 


METROPOLITAN STATES 


| . 40% BALANCE OF USS. 


ETROPOLITA 


St.Louis GLOBE-DEMOCRAT 
Cleveland PLAIN DEALERL 
Philadelphia INQUIRER 
Chicago TRIBUNE: Detroit 
NEWS * Washington STAR 


NewYork NEWS 
Pittsburgh PRESS 
Buffalo TIMES 
Baltimore SUN 
Boston GLOBE 


|SUNDAY NEWSPAPERS 


k NEW YORK CHICAGO 


SAN FRANCISCO 
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ADVERTISING AGE 


June 2, 1934 


DISTRIBUTORS 
ASK THAT CODE 
BE REINSTATED 


Chicago, May 31.—-Notification from 
the NRA that the fair trade practice 
provisions of their had 
suspended brought remarkable diver 
sity of sentiment from the 
ing display installation trade and the 
advertising distributing trade. These 
industries were two of seven in the 
service field which NRA found diffi- 
culty in policing. 


codes 


A spokesman for the advertising 
display installation trade said the in- 


dustry is “tickled to death” over the 
suspension. On the other hand, the 
advertising distributing trade wants 


the fair trade practice provisions re- 
instated. <A _ representative pointed 
out that this code contains no mini- 
mum price agreement. 

“We have 
code,” he said, 
appointing a code authority and we 
regard it unfair for the NRA to act 
as it has without giving us an oppor- 
tunity to make representations. We 


organized under the 


been | 
-| resentative. 
advertis- | 


“even to the extent of 


| will seek reinstatement of the code 
| without delay.” 

| This spokesman quoted Gen. John- 
son’s letter of transmittal, in which 
|he pointed out that the advertising 
distributing trade gives employment 
to 95,000 persons at the peak, and 
85,000 at all times. Of the latter 
number, 80,000 are adult males who 
are unfitted for sedentary occupa- 
tions. 

Twelve hundred members of the ad- 
vertising distributing industry signed 
the code, and Gen. 
to this number as being highly 


rep- 


| The window display installation in- 
| dustry, according to one member, will 
return to the policy of “conducting 


business as it should be conducted.” | 


While the NRA order provides for 
regional codes where desired, this 
member expressed the belief that 
window installation experts are “sick 
of codes” and rejoicing in their new 
freedom. 

He added that inasmuch as the 
minimum wage features of the code 


still hold, installation costs’ will 
probably be somewhat higher than 
of yore. 


Donahue Adds Laing 


J. F. Laing, recently advertising 
‘director for Austin, Nichols and Co., 

|has joined Donahue & Coe, New York, 
| Inc., as an account executive. 


| Washington, D. C., 


Washington Club 
Chooses N. C. Kal 


Norman C. Kal, president of the 
Kal Advertising Agency, was elected 
president of the Advertising Club of 
this week. C. Mel- 


vin Sharpe was elected first vice- 
| president; Alvah V. Case, second 


| secretary, 


vice-president; Charles J. Columbus, 
and W. N. Freeman, treas- 


| urer. 

The new directors are Walter C. 
Coates, Washington Evening Star; 
Ernest S. Johnson, Washington 


Johnson referred | 


Herald, and Louis D. Krakow, of Dis- 
nn Stores. 


Wilkins to Bead 


Display Association 


L. L. Wilkins, of Oklahoma City, 
was elected president of the Southern 
Display Promotion Directors at the 
close of a three-day convention in 
Dallas, Tex., this week. Oklahoma 
City was selected as the scene of the 
1935 convention. 


Fred Powers, of Oklahoma City, 
was elected secretary-treasurer; W. 
L. McCrory, Shreveport, J. L. 


Thomas, Dallas, and B. C. Chester, 
Fort Worth, vice-presidents. Eric 
Napier was named replacement sec- 
retary. 


ee 


W. C. ome Moves 


W. C. House has resigned from 
Fletcher & Ellis to become vice- 
president of the Alfred P. Zabin Ad- 


vertising Agency, New York. 


QUANTITY ORDERS 


MONTH AFTER MONTH 
in the parts and materials market 


fi || 
|| 
b] 

Here’s what two manufacturers | 

of domestic oil burners buy monthly 

A LARGE MANUFACTURER A SMALL MANUFACTURER 

BEE csr sei set cbes ander ee Oo 1400 a ee ee eee ee ee 250 
Transformers 1400 ROTEL: ieee oe weep ds eaides 24% KE% 250 
Switches ....... . 1400 DG CASTERS i oct is seein es 1 ton | 
\| 
Electric wire and MD kdcoedheveroxeveseaesan’ 1 too | 
WON. 5 AG GEA See rd .42 miles CSUR NINE 365 23.55 oe PERS Re OEE 250 | 
Seamless brass pipe 1500 ft. COpper TUMMAE: «046 ccaicccaes 2500 ft ! 
Copper tubing 24,000 ft. Bolts and screws . 83,000 1 
Small pipe fittings 30,000 Lock washers and lock nuts. . . .85,000 | 
| jj 
! i) 
60,000 oil burners were made and sold in can reach through Product Engineering ad- 

19343... . . . $25,000,000 worth. 60,000 were vertisements. 


also sold 


ers made 
stallations). 


of the 


in 1932. 
was 91,200 in 1929. 


75,000 (to this must be added the oil burn- 


The companies illustrated above are just two 


thousands of 


The all-time sales peak 


manufacturers that you 


340 West 42nd Street, 


(Member A.B.C, 


and 


It is the engineering executives who specify 


the makes of parts and materials for the 
The oil-burner industry is active. So far in product. 
1934, shipments of oil burners are running 
about 25 per cent ahead of 1933, which The 7800 paid subscribers to Product Engi- 
would bring the year’s production up to neering are the engineering executives and 


designing engineers of companies that manu- 


ine commerrial ond indussial in facture all types of machinery, household 
appliances, transportation equipment, and 
other “engineered” metal products. 


This is the key paper for advertising parts, 
materials and finishes. 


PRODUCT ENGINEERING 


New York 
A.B.P.) 


DATED EGGS OFFERED TO ST. LOUISIANS 


WIN 
2508 


CASH 


SUGGEST A NAME 


MEDA EGGS 


100 Consolation Prizes 


& © feel we ought to gets 
'49@ Casrer to remember 
‘ct pronounce thao the 
sae “MEPA™ which stands 

the wnutials in our ame 


NO LONGER NEED TO 
TAKE “LEAVINGS” OF 
CHICAGO and NEW YORK 


ST. LOUIS! UNTIL NOW— 
you've had to put up with EGGS 
OF UNKNOWN AGE AND 
QUALITY—BUT THOSE DAYS 
ARE DONE WITH—WE HOPE 
—FOREVER! 


WHAT HAS HAPPENED 
IN THE PAST? 
the cootrol of Sc. Louis g: 


rocers | 
has been the fact that many of the farm- 
ers who could sormally ship the:r 


he MISSOURI EGG 
VRODUCERS' ASSOCIA. 
1 LON. So we're offering 
$:°0.00 ia cash wo the per- 
sow who sends us the bes 
name % coll MEPA DATED 


York buyers. Why? 
could get bener prices by shipping 
York. The result? 


as anyone could wish. And this 
INCLUDED MANY EGGS OF MD 
i 


TEST M 
the MISSOURI EGG 
A 'SSOCIA TION, 
Ae 


just what they should be! 


ssible 


benee then ame tng ALY 4 barty 


s 
to St. Louis have passed this city be Chicago and New 
Because these farmers have felt they 
to Chicago and New 
THE FRESHEST, LARGEST, 
CHOICEST EGGS were shipped w these cities! Chicago 
and New York have customers who demand the best, and 
they it! Se. Lowis and other cities got the remainder— 
which included maay eggs of very Ae quality—as (resh 
‘ous supply ALSO 
SO-FRESH QUAL- 
TY! Eggs with « varied and in many cases, uopleasant 
history. What followed? You could sot buy eggs without 
the disturbing thought that some of these eggs were aot 


MEPA EGGS BANISH UNCERTAINTY 
—RESTORE CONFIDENCE 

Now, Madam Housewife, you cao buy with your mind as 

ease. The Missouri Egg Producers’ Assocation make it 

for you to to be SURE as to what's inside the shell! 

VERY DAY, EGGS LAID THAT DAY oo the farms 

‘ether the Missouri Egg Producers’ Association are 

ase fy our route ag ye These egas are rushed 

s. Theo the eggs are candied (to 


KIND of EGG SERVICE 


COMES fe STELOUIS 


make sure they are free from natural dofome) The eggs are 


graded for waiform color aad LARGE SIZE, by uniformed 
oot clean outs who have ate as erics peti al 
‘A EGGS are th aon a 

THE Day The AR TAT THEY re % 
ALE AT ST. LOUIS GROCERS! Each 4 lay our drivers pick , 
im the day wm and ooo tas are cold 10 wholessic turers ts 


cuer—sall a great deal iresher than the average cag they bu 


THE STARTLING TRUTH— 
Uncovered by Investigation 


Typical of the situation ia many cities was the condition 
wncovered by the Poultry Department of the Obio Sune 
University in Columbus, Ohio. Every member of a marker. 
sag class was asked to purchase three doren strictly fresh 
€f4% im various type sores scattered all over the city of 
Ceium bus. Whea these eggs were brought to the laboratory 
2% examined, was found that their quality ranged from 
mrictly cro to 18-da | nomation stage although all of 
oe 00 saricnty ont wish wo coarey the iden 
Py epee s bee IT IS TRIP 

Paar YOu bo x NOT. RNOW ow ob wie nee S ARE THAT 


YOU 8 ae yh 1. PRESENT alg Aod rou rNOw 

wher by eleleg gees NEPA 
DATED pois tai °r THE DaY EB YOU BUY THEM — 
puaremeed strict 


MEPA Dated EGGS END THIS ABUSE.. 
St. Louis’ Best Grocers NOW PROTECT YOU By Offering You Dated 


Infertile Eggs . 


hension. Don't be misled or talked into buyin 
you the one-day freshness of MEPA DATE: 


ECGS 


SFAL IS NEVER BROKEN. No chance for other eggs to be 
substituted. MEPA DATED EGGS are ALWAYS sold in the 
carton—NEVER in bulk. YOUR GROCER HAS THEM OR 
WILL GET THEM FOR YOU simply by telephoning the 


MISSOURI EGG PRODUCERS’ ASSOCIATION 
Se. Louis, Mo. Telephone LAclede 2100 


MEPA 2“ EGGS 


Borrowing 4 Rag 
ciation is using 800-li 


LAID THE DAY BEFORE YOU BUY THEM! 


Serve your family and yourself with the best—with e Bs ‘ou can buy without appre- 
ind. No other brand offers 
S. EVERY MEPA DATED EGG 
CARTON BEARS A SEAL WITH THE DATE THE EGGS WERE LAID. THE 


\\ ee FOR THE DATE 
EVERY TIME YOU BUY ECGS 


popular idea, Missouri Egg Producers’ Asso- 
ine space weekly in three St. Louis dailies to 


promote dated eggs. Shaffer-Brennan Advertising Company is in 
nang. 


Preston 1 Men’ S 
Program Set for 
N. Y. Conference 


New York, May 31.—The program 
for the meeting of the Promotion and 
Research Managers Association, to 
be held in conjunction with the con- 
vention of the Advertising Federa- 
tion of America June 17-20 was an- 
nounced this week by George Ben- 
neyan, chairman of the program com- 
mittee and manager of the promo- 
tion-research department of the New 
York Sun. The president of the asso- 
ciation is Jacob Albert, promotion 
manager of the Detroit News. 

Morning sessions June 18 and 20 
will be devoted to round table dis- 
cussion of matters pertaining to news- 
paper promotion and research work. 
Those asked to direct discussion on 
specific topics include Andrew Car- 
mical, Philadelphia Enquirer; J. A. 
Swan, Des Moines Register and Trib- 
une; D. A. Sullivan, Pittsburgh 
Press; H. W. Hoile, Birmingham 
News, Age-Herald; W. P. Houchin, 
Cleveland News, and Mr. Albert. 


Four to Speak 


will hear four ad- 
the speakers being: 


The members 
dresses June 19, 

2aul Hollister, 
dent, R. H. Macy & Co., who will 
speak on some phase of newspaper 
promotion as it affects the retail ad- 
vertisers. 

Dr. Stuart A. Rice, assistant diree- 
tor of the Bureau of the Census, who 
will discuss the surveys, censuses and 
market data available through the 
Departmeat of Commerce and their 
utilization by newspapers. 

Ben Duffy, vice-president, Batten, 
Barton, Durstine & Osborn, Inc., who 
will talk on newspaper promotion as 
it affects the advertising agency. 

T. S. Marshall, advertising mana- 
ger of Shell Eastern Petroleum Prod- 
ucts, Inc., speaking on newspaper 
promotion it affects the national 
advertiser. 

There will be a special luncheon 
tor this group June 19, followed by a 
discussion led by L. E. MeGivena, 
New York Daily News. 


as 


Bar Liquor Dodgers 
House-to-house distribution of any 
liquor advertising has been barred in 
Louisville by order of the Liquor 
Control Board. 


|other electric 
executive vice-presi- | 


Contest Gives 
Range Salesmen 
Live Prospects 


Boston, Mass., May 31.—To isolate 
promising prospects for electric 
ranges, the Boston Edison Company 
is offering $1,000 worth of prizes in 
a contest centering around letters on 
“What I have learned about electric 
cooking.” To qualify, the writer 
must visit a store selling ranges, wit- 
ness a demonstration and fill out an 
entry blank which provides vita! in- 
formation. 

Thus far, about 18 per cent of the 
entrants have indicated that they are 
now or will soon be in the market 
for a new stove. 

The contest has been given a 
glamorous atmosphere by use of the 
phrase, “Treasure Hunt.” A simple 
“treasure hunt island” puzzle is also 
involved. 

Promotion includes frequent inser- 
tions in five Boston dailies, weekly 
copy in 40 suburban papers, a foul: 
piece mailing, a car card, four-color 
cards on trucks, three different radio 
programs, special window displays 
and circulars. 

All material was made available to 
range dealers, regard 
less of affiliations, and a large amount 
of independent advertising is being 
done to tie in with the central cam 
paign. 

A special series of cooking schools 
also is adding interest to the event. 
Doremus & Co. is the agency !2 
charge. 


G. H. Ellis, Famous 


Boston Printer, 


George H. Ellis, veteran 
printer and former publisher, 
West Newton May 25. He 
one time president of the 
Typothetae of America. 

Mr. Ellis, who was 86 years old 
founded the Norwood Press, which 
became one of the largest printine 
establishments in the country. te 
also founded the Evening Revo! 


Towell Gets Timmons 


Ralph D. Timmons, former!y with 
the Straus Printing Company. )* 
joined Arthur Towell, Inc., advertis: 
ing agency, of Madison, Wis., 48 °° 


Dead 
Boston 
died at 
was at 
United 


( 


as 
count executive. Lucille Johnso? os 
been added to the agency's 5&€ 


tarial staff. 
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Again A Century of Progress exposition has got off to a sensational start, 


presaging a summer of business activity of boom-time proportions. Again 
Chicago streets, hotels, theatres and stores are jammed with spenders . . . 
home folks and visitors. . . who have transformed this city into a plus market 
offering even greater than usual opportunities for aggressive merchandisers. 

As sales in other markets slip off summerwise, consider Chicago. It is 
the only city with a World’s Fair . . . a business generator which last year 
“as a major factor in Chicago's recovery, which pulled people here by 
the millions, opened purse strings, put thousands back on payrolls, and 


skyrocketed retail sales. 


You can get your share of Chicago's plus business this year . . . and 


idvertising in a single Chicago newspaper can help you get it. As A 


Century of Progress has proved itself different from all previous expo- 


“ons, so Chicago itself is different. Here one newspaper . . . the Chicago 


7p . 
‘nbune . . . can do the advertising job alone. 


[HICAGO TRIBUNE 


COD} &* se GREATEST Ne WS ll 


The Tribune reaches over 620,000 families in Chicago and suburbs 
alone. This is 52% more families than any other Chicago daily newspaper 
reaches. The Tribune's coverage of the metropolitan market is practically 
as great as the net coverage of any two other Chicago daily newspapers. 
And on Sundays, the Tribune reaches an additional 293,000 families of 
the same known responsiveness to advertising, living in cities adjacent 
to metropolitan Chicago. 

Moreover, the Tribune is the one Chicago newspaper which most 
visitors from distant cities will read because it is the one Chicago paper 
which they have heard about. It is the Chicago paper which publishes 
the features and comics they read at home in the hundreds of newspapers 
which subscribe to the Chicago Tribune-New York News Syndicate. 

Consider Chicago this summer-—and the national as well as local sell- 


ing job which the Tribune can help you do here at one low cost. Ask to 


have a Tribune representative call upon you with complete information. 


ee 
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ADVERTISING AGE 


June 2, 1934 


HOW PROFITS GO 


New York, May 29.— Because the 
public in general and employes of 
The Borden Company, in particular, 
confronted recently with 
a “wide variety of misinformation” 
about the milk distributing business, 

special issue of the company’s em- 
magazine has been released 
to customers in the New York area 
as well as employes throughout the 
organization, giving complete 
mation on costs and earnings. 

According to Stuart Peabody, who 
directs the company’s public rela- 
tions, this is the first time, as far as 
is known, that such complete infor- 
mation on the subject has been pub- 
lished in this form. The magazine, 
“The Borden Eagle,” was printed in 
rotogravure, running eight pages. 


have been 


ploye g’ 


Costs Are Shown 
The center spread, 
breakdown of carried to five 
places, exactly what becomes of the 
average 9.1 cents per quart collected 
in the New York area, was the fea- 
ture of the issue. This average of 
41 cents covers all grades of milk, 
cream, ete., distributed, and the 


costs 


What, another 
Surveyr 2rr 
N O, just plain answers to simple questions. 


Two questions manufacturers can base 
their sound judgment on are 


Do architects read ARCHITECTURE? 
Do architects read the advertising pages? 


rE 


, ae ee 


An actual vote in the office of Tooker and Marsh, Architects, Port Chester (N.Y .) High School, 
reveals the fact that ARCHITECTURE 1s read from cover to cover. 


Name 


RD MOREMRE 9. 5 5 44/6 KEE de SR HAO 
ROPE IEL Ue, DABEBINs << .4's:6.c:0:55 0 05-00 00 
Maurice A. Grisez, Chief Draftsman... 
George H. Breed, Draftsman.......... 
Paul L. Wood, 7 


George Fragasso, 


The office of Tooker & Marsh, one of America’s leading architectural firms, answered the 
They have designed a great number of our finest schools, including 
Manhasset, L. I., Hicksville, L. [., 


tvo pertinent Questions. 


school buildings at Port Chester, N. Y., Patchogue, L. L., 
Mt. Vernon, N. Y., Pleasantville, N. Y., Hornell, N. Y., Pelham, N. Y., Highland Falls, N. Y., 
(In this office there is but one subscription to ARCHITECTURE in 


and Port Jervis, N. Y. 


the firm’s name. ) 


RCHITECTURE 


Published by CHARLES SCRIBNER’S SONS, New York City 
ARCHITEC TURE 


TO KNOW 


infor- | 


showing in a} 


method of arriving at it is shown in 
detail. 

The presentation of the New York 
| situation while differing in detail, 
|is indicative of what is involved in 
| other areas of the country in which 
| Borden 
| located. 

Statements in the press and else- 
where to the effect that large milk 
distributors are taking profits at the 
expense of the city’s needy and of 
distressed farmers, are refuted in the 
magazine. Jorden’s told of all the 
operations involved in its distribut- 
ing set-up, exactly what profit had 
been earned last year and noted that 
during the nine months ended April 
30, there was actually a loss on every 
| quart, 


Church, Dole to Harlan 

Edwin S. Church, formerly with 
| Hanff-Metzger of California, and Ar- 
thur A. Dole, formerly with Husband 
and Thomas and Rudolph Guenther- 
Russell Law, have joined the staff of 
M. E. Harlan Advertising Agency, 
San Francisco, as account executives. 

The Harlan agency is enlarging its 
quarters at 525 Market St. 


associated companies are 


Bruce to Ross Federal 

George Bruce, formerly with Walter 
Mann and Staff, has been appointed 
sales representative for Ross Federal 
| Service, Inc., with headquarters in 
the Boston office. 


eas esse 


Do You Read ARCHITECTURE? 


MS otem rue ae a Yes 


| ager. 


|S 


Roy H. Booth, Jr., Heads 
N. E. Financial Group 


Roy H. Booth, Jr., National Shaw- 
mut Bank, Boston, is the new presi- 
dent of Financial Advertisers Associa- 
tion of New England. Other offi- 
cers are Rex T. Crandall, Webster & 
Atlas Bank, Stanley E. Clark, Esta- 
brook & Co., and Edwa*d F. Mes- 
singer, Merchants National Bank, 
vice-presidents; Henry I. Hewitt. J. 
& W. Seligman & Co., secretary; 
Lindley S. Bond, Home Savings Bank, 
treasurer. 

Directors include Ralph M. East- 
man, Charles W. Earle, L. W. Munro, 
Mark A. Hanna, Frank L. Torney, | 
John H. Wells, Gilbert E. 


Woods, | 
Joseph F. Moriarty, and George Wil- | 
shire. 


Laundries to Advertise 

Ray K. Glenn, First National Bldg., 
Okluhoma City, has developed a new 
outdoor advertising series which will 
be used by the Oklahoma Laundry- 
owners’ Association throughout the 
state. At its annual convention the 
association went on record as favor- 
ing vigorous advertising and mer- 
chandising efforts. 


Murta Leaves Agency 

Duke Murta, formerly in charge of 
the radio department of Tracy-Locke- 
Dawson, Dallas, has joined Brown- 
Durkin Company, Tulsa, Okla., de- 
partment store, as advertising man- 


Here is the way they voted: 


Do You Read The Advertising Pages? 
Yes 


TO IT 


USE 


GET FIRST VACATION IN EIGHT YEARS 


Freeman F. Gosden (Amos) and 


Charles J. Correll (Andy) radio's 


most famous team, will take their first vacation in eight years this 
summer, when they will absent themselves from radio studios for 
two months. 


AMOS 'N’ ANDY 
GET VACATION 
AFTER 8 YEARS 


Famous Team to Be Off Air 
For Two Months 


Chicago, May 31.—Amos ’n’ Andy, 

radio’s most famous team, on or 
about July 15 will break a continuity 
extending back some eight years to 
the time the boys started their black- 
face act as Sam and Henry to take 
a two months’ vacation with rod and 
gun far from radio stations and civil- 
ization. 
' The team is expected to return to 
the ether for Pepsodent in the middle 
of September. While the boys are 
gone, Pepsodent will fill in their 
spot with a series of continued ad- 
venture tales built around Frank 
(Bring ’Em Back Alive) Buck. 

The team of Freeman F. Gosden 
and Charles J. Correll completed its 
fourth year of continuous broadcast- 
ing for Pepsodent on Aug. 19, 1933, 
being on six nights a week until 
Nov. 1, 1932, and five nights a week 
thereafter. Most of this four years 
under Pepsodent sponsorship has en- 
tailed two appearances each 
ning, an early one for eastern lis- 
teners and a later appearance for the 
middle west and the racific coast. 

Up to today Correll and Gosden 
have faced the microphone for Pep- 
sodent 2,047 times, in itself a record 
which cannot be approached by any 
other microphone performer, unless it 
be by Bill Hay, the team’s announcer. 
But the team had done its blackface 
act, either as Amos ’n’ Andy or Sam 
and Henry, 1,426 times before Pep- 
sodent decided that the boys might 
help sell toothpaste, giving them a 
world’s record radio run of 3,473 per- 
formances to date. 

Pepsodent Company also -probably 
holds the record for the world’s sec- 
ond longest continuous skit with the 
Goldbergs, which will complete three 
years under the same banner on 
July 12. 

The regularity with which Amos ’n’ 


Andy and their supporting characters 
(all played by the same pair, who 
also write all their own scripts) have 
managed to broadcast their adven- 
tures over the air is in itself a re- 
markable feat. On one or two occa- 
sions the boys have been presented 
via the electrical transcription route, 
but on all of the thousands of other 
occasions they have been present in 
person, despite the necessity for oc- 
casional vacations far from their 
usual haunts, their appearance on 
the stage, and their numerous jaunts 
here and there about the country on 
business or pleasure. 


Away From Radios 


Starting out on the air at a very 
modest salary when radio was still 
young, the pair has now reached the 
position where their combined in- 
come totals something over $11,000 
per week, it is reliably reported. This 
includes not only their salaries for 
broadcasting, but also royalties from 
records and from a comic strip, and 
from other sources. 

“Freeman and I have decided to 
spend at least three weeks of our 
vacation in the north woods, as far 
away from radios as possible,” Cor- 
rell averred in telling of the pair's 
plans for the summer. ‘We may 
make a trip to Hollywood to do a few 
movie shorts before returning to the 
job about the middle of September.” 


While the team’s popularity has 
waned considerably since the days 
when no man’s day was complete un- 
til he had heard the latest news of 
the Fresh Air Taxicab crew, the 
number of listeners who still get 4 
| thrill out of their adventures is said 
to be remarkably large. 

When the team completed its 
|'fourth year for Pepsodent last Au- 
| gust, it was reported that the Chi- 
|cago firm had a long time contract 


: : 
|for their services. 


eve | 


Big 4 Enlarges Quarters; 
Takes New Sales Offices 


Big 4 Advertising Carriers, Chi 
cago, have moved their executive, 
sales, research, auditing, marketing 
/and merchandising departments ‘ 
j;newly acquired quarters occupyll& 
the entire sixth floor at 570 W. 
Monroe St. - 

The actual distribution work wil! 
continue to be handled from the oF 
| ganization’s quarters at 18-26 E. 
Eighth St. Louis Feinberg is pres! 
‘dent of the organization, and Ralph 
L. Goodman is general manager. 


Send for McCandlish... 


The story behind some ofthe most beautifully 
lithographed displays and posters in America 1S 
that the buyer discovered that McCandlish makes 
a fetish of faithful reproduction, thus giving the 
poster the full advertising benefit ofall the beauty 
and color in the original finished sketch. For post- 
ers of any size and for advertising displays, it will 
pay youtoseeorwrite A.R.McCandlish,President. 


McCANDLISH 


ROBERTS AVE. AND STOKLEY ST 


LITHOGRAPH 
CORPORATION 
PHILADELPHIA PA. 
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ADVERTISING AGE 


" get more mackerel 


DIGEST READERS ARE BUYING” 


June 2, 1934 


Qa 


The Tastiest Ocean 
Treat from Gloucester 


plump, tender, juicy 


SALT 
MACKEREL | The story of a 
eae . 
ss Qyois-- | with the co 


on March 18th, ‘and has beaten its 
quota by 15%. 
a little late for sale 
decided to repeat the 
tisement again April 2P. 


i a 
Hs «~~ It took courage to Zood money 
a } into advertising Zarly in 1933. Stores 
\& See, were desert nks were closing on 


wa = be = vs it is 84;% over its qupta. 
everyone thought. 
AT MY EXPENS - ° I call that a mighty fing record. It 
Ves/l dives bawe tern Ee Bar Paann E. Davis Pree Cove shows that Digest readers are buy- 


mal euler at is sopstinine Vout ene To back Nhat faith, they appropriated 
ad What Makes My Machasat several thousands of dollars for Digest 
"7 Be Fillets So Good advertising. S 
a wate The resu't? Read the follow? 
cerpts from a letter written us by én 
company’s advertising manager: 


over these United States.” 
Sincerely yours, 
—<_—. Frank E. Davis Fish Co. 
* Send No Money Now— ee : ‘ By Joun A. Smitn, Jr, 
unless you wish to i8 The firse advertisement wasa single Advertising Manager. 
[ou a badte Th sal ce column in the February 4th issue, wha further proot is necessary that 
— — = of salt mackerel Jimiced appropriations — as we have 
ce Sey Cenereeeens Saas repeatedly pointed out — are bringing 


ae teases’ The? ona verifiable results co Digest advertisers 


advertisement has exceeded that ‘ 1933? 

quota by 55% so far. To advertising executives, we shall 
“We repeated che exact same adver. gladly send a folder containing the 

tisement in the February 25th issue, Complete story of the Frank E. Davis 

and it has now exceeded its quota spring campaign . . . THE LITERARY 

by 36%. Ic ran for the third time Dicest, 354 Fourth Ave., New York 


Special Footnote to Food Advertisers 


The same people who } pw in all those $2 bills to Frank E. Davis 
also eat corn flakes and crab meat, bread and butter, corned beef 
and cabbage, ham and eggs, fruit and vegetables, pork aad beans, 
and all the other foods you might like to sell them. 


A DY ee errs ie etal 


ad 3 A LITTLE ADVERTISING MONEY GOES A LONG LONG WAY 


~ The Literary Digest 


: PS. They Got More Mackerel 


. ... and Digest readers buy more” 


A MIGHTY FINE RECORD”, said the Frank E. 
8 Davis Fish Company when their one-column same advertisement are still piling up orders. 


the spring of 1934 five more insertions of the writing a check or money order, buying a stamp, 
and mailing a letter! How much easier it is simply 
advertisement in The Literary Digest repeatedly | No other magazine has ever justified more than to tell a grocer: “Send me 2 cans of ___ Soup, 


rl exceeded its quota of cash orders during 1933. three insertions in one year. 1 can of ___ Baked Beans, 1 lb. of ____Coffee, 
ng ae , — d : . 1 ® ny 
. Yo of the orders came by mail from cities of Other evidence of verified results is constantly Ib. of Bacon, and.a case of __Ginger Ale. 


and-cents responsiveness when you consider the 
home grocer only a ‘phone call away. 


Light insertions in The Literary Digest during 
1933 showed a satisfactory profit and now in 


A LITTLE ADVERTISING MONEY GOES A LONG LONG WAY 


w The Literary Digest 


a 


- \0,000 population and over. Amazing dollar- accumulating, and in 1934 more and more food 


advertisers will take advantage of the gratifying 
dollars-and-cents responsiveness of Digest 
readers to food advertising — a responsiveness 
not even dampened by the inconvenience of 


What applies to food also applies to other com- 
modities, as many a Digest advertiser has learned 
to his profit. For verified resu/ts in 1934, reserve 
your Digest space now. THE LITERARY DIGEST, 
354 Fourth Avenue, New York. 
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HOW RETAILERS, 
JOBBERS FARED 
IN DEPRESSION 


Release First Census Figures 
for 1933 


Washington, D. C., May 31. The 
extent of the damage done to retail 
and wholesale business by the de- 


pression, as well as the rapidity with 
which recovery took place in 1933, is 
shown by initial releases of the Cen- 
sus of American Business made this 
week 
This 
1, 1934, 


undertaken Jan. 
by the Bureau of the Census 
with tunds provided by the Civil 
Works Administration. The field 
work was completed in four months 
by 15,000 workers and the results are 
now being edited, coded and tabu- 
lated by the Bureau. 
Wisconsin wholesale 
by one report, 
volume in 19383 with 
pression year of 1929. Wholesale 
volume in Wisconsin in 1933 aggre- 
$465,205,000, compared with 
$979,276,000 in 1929, a decrease of 
cent. The number of full- 
time employes declined from 31,23 
to 21,983, only 29.7 per cent.  Sal- 
aries and wages fell from $51.075.- 
000 to $33,029,000, or 35.4 per cent. 


census Was 


trade is cov- 
which compares 
the pre-de 


ered 


gated 


52.5 per 


Average Sales Decrease 
From these figures the Bureau of 
the deduces that average 
sales per employe fell about $10,000, 
partly because of the lower prices 
prevailing in 1933, which necessi- 
tated handling a larger physical vol- 
ume per dollar of sales. 

A curious fact on which the Bureau 


Census 


is not inclined to place too much 
significance is that in spite of these 
adverse business conditions, the 


number of establishments engaged in 
wholesale trade increased from 3,515 
in 1929 to 4,115 in 1933, a gain of 
17.1 per cent. 

“While these comparisons are in 


teresting and significant,” said the 
report, “it must be remembered that 
the two censuses are not exactly 
alike, at least in some respects, due 


largely to difficulties in the canvass, 
coverage and For ex 
ample, cream are included 
in the Wisconsin figures for 1933, but 
were not included to any large extent 
in 1929. This may account in large 
part for the greater number of estab 
lishments now shown for the state. 
The volume of business would not be 
affected much, however.” 

In the number of full-time em- 
ployes, October, 1933, registered a 
12 per cent increase over March, 
1933 The peak in part-time em- 
ployment was reached in November, 
1933, which was 28 per cent higher 
than January, 19383. 

Even more interesting are reports 
from the retail field, as embodied in 
the 1933 Retail Census for Montana 
and New Mexico. The latter showed 
a 20 per cent increase in employ- 
during 1933. 


classification. 
stations 


ment 


25 Per Cent Are Women 

Retail business in New Mexico de- 
clined trom $119,758,400 in 1929 to 
$53,557,000 in 19833, a per 
cent The number of full-time em- 
ployes dwindled from 8,596 to 5,202. 
The number of part-time employes 
increased slightly, from 1,212 in 1929, 


loss of 55 


to 1.452 in 1933. The number of 
stores also increased from 4,191 in 
1929 to 4,238 in 1933. The payroll 
dropped from $10,343,700 in 1929 to 
$5,404,600 in 1933, a decline of 48 
per cent. 

Women constituted 25 per cent of 
the total number of employes fn 
1933, this ratio being unchanged 


from that of 1929. The average wage 
standing at 12.56 per cent of 
1929, increased to 18.04 per 
because of the drop in 
volume, which could not be met by 
an equal drop in total wage 
even though payrolls for employes on 
a full-time 
ion to 
“The same applies to other operat 


Cost, 
Sales in 
cent, sales 
costs, 
basis decrease in propor- 


sales. 


| 


ing expenses, many of which have 
little or no relation to sales volume | 
and cannot be controlled except 


gradually over a 
the Bureau. 

“It is evident that the four-year 
period was not long enough to con- 
trol many operating expenses, as the 
doing business in 1933 rose 
to an average of $29.20 per $100 of 
sales, in comparison with only $20.81 
in 192%. This is accounted for partly 
by the inflexibility of many expenses 
rent, taxes, insurance and 
depreciation, and partly by the pro- 
nounced drop in prices, which in- 
creased substantially the number of 
transactions per $100 of 


long period,” said 


cost of 


such as 


sales.” 


Noted Editor Dies 

Samuel Travers Clover, publisher 
of Los Angeles Saturday Night, and 
formerly managing editor of Chicago 
Evening Post, and publisher of the 
Richmond, Va., Evening Journal and 
the Los Angeles Graphic, died at his 
desk in Los Angeles May 28. He was 
the author of several books and 
numerous poems and stories of west- 
ern life. 


A new 


Little 


Orvie Stone 


T’S BEEN only a few months since 

Booth Tarkington’s new charac- 
ter, Orvie Stone, first appeared in— 
The Saturday Evening Post. But 
already “Little Orvie” is far more 
real to millions of American families 


than the youngster who lives down 


the street. 


It’s been only a few months since 
Parker first advertised their new 
Vacumatie pen in the Post. But al- 
ready college students, executives, 
housewives— men and women every- 


where—are using and talking about 


this new pen. 


For the Post audience is intelli- 
gent—quick to take to their hearts 
the new characters Post authors introduce. 


The Post audience is responsive—quick 


Plan Realty Drive 


The Board of Realtors of the 
Oranges and Maplewood, N. J., has 
laid plans for a long-term sustained 
drive to place residential property in 
Essex County in active competition 
with that east of the Hudson River 
and in Hudson County. An increase 
in the official rate of commission, 
effective June 1, is expected to ena- 
able members to do more advertising. 


Kewley Is Vice-President 
J. E. Kewley, formerly general 
manager of the incandescent lamp 
department of General Electric Com- 
pany, Cleveland, has been elected 


vice-president in charge of that divi-| 


sion, succeeding T. W. Frech, who} 
had asked to be relieved of his! 
duties. 


Dailies Acquire WNBH 


Ek. Anthony & Sons, Inec., pub- 
lishers of the Standard-Times and the 
Mercury, New Bedford, Mass., dailies, 
have purchased radio station WNBH, 
New Bedford. Irving Vermilya, 
founder and former owner of the sta- 
tion, continues aS manager. 


Squibb Offers 
A Lighter With 


Shaving Crea m 


| 


| for 


shaving plus the after-shaving 
action which replaces oils ordinarily 
removed from the skin in shaving. 


Champion Using Films 
Two talking pictures, “Under Fire,’ 
and “Champions at Work,” are being 


; shown to dealers by Champion Spark 


New York, May 31.—Drug stores | 
in the New York territory of E. R. 
Squibb & Sons are featuring a deal | 


to induce more men to try Squibb | 
shaving cream by offering a mew | 
matchless lighter with the cream | 


for 39 cents. | 

Novelty is in the lighter, free from | 
mechanical troubles because it oper- | 
ates like a match, and is used 
and over indefinitely. Squibb’s em- 
blem shows on the sides of the com- 
pact container, which is similar in 
ippearance to the small size mechan- 
ical cigarette lighter. 

The deal will be released by terri- 


over | 


j}ager of the corporation, 


tories, Display material stresses 
the double action appeal of the 
cream which is employed in Satur- 


day Evening Post advertising of the 
product, that is, preparing the beard 


character 


by Booth ‘Tarkington, 


to open their 


homes and offices to the products of Post advertisers. 


And the readers of the Post share a common and intense 


. — . . - s " . . . . @,°2@ . 
interest in what’s going on—in business, in politics, in the 


world of books and sports. An interest that extends not only 


to the characters and ideas presented by Post authors—but 


to both the new and time-tried products in Post advertisin 


o, 
a] 


Plug Company to show the stamina 
of Champion plugs, and to help deal 
ers merchandise the product. The 
films were produced by Atlas Educa 
tional Film Company, Chicago. 


Slack Paied 


L. W. Slack, a member of the Gen 
eral Motors staff for nine years, has 


| been appointed sales promotion man 


succeeding 
W. R. Huber, resigned. S. C. Bray 
for three years a member of the hom: 
office sales promotion staff, has been 
named assistant sales promotion man 
ager. 


Bangert to Chicago 
Harry E. Bangert has resigned as 
director of sales for H. F. Wilcox Oi! 
& Gas Company to join American 
Petroleum Company, Chicago. 


= 


ee ane a. a 4 i UR aaah Peet: Sey | Ske ieee er rea a Oe ~~ i Fn ae a Te cae eae en ig ie SE ie gee en ae ele aN A: al a i ee se en hem ae aa le Hy, Tae SF a ee ee ee he _ WN lo, | ee hal ye hy RG Mele ag See 
RF re ee ee eee ee Oe a ee ee eer eae SET ee ee ee a ee ea a ae 
Ps ES ol ho, age atts - > 3s oe ae oe i Mace oe es doe 4. See ee wales - oe ae 
i f poise eT gag i _—_ : Saas Bs 7: ee a4) Sie : ; , 
» eae ; ' — : 
baie Ty é Ne 
— 
r, z eee - ~ ——-———-— _— — — —-—---—- a . ——- _ | 
F 2 
: 4 
5) | 
> 
gy " 
oe) ~ 
moe I 
ae . —— 
t Po é 
ms 
ay 
J 
F * 
, ' 
( 
. ‘ 
2 
; ee | 
- ‘ 
Pe | ‘ 
| a 
wy ; | 
* Ge ee PO 
i ee ‘ 
Aree 2 
ae 
; *? 556° ; | 
TR Wes a 
Be cata ; 
2 erat 
og. as ; 
a] ~ 
; ‘ ' 
Bion sod 
eft ae 
=e 
Se yee | 
ee a 
on Vewes " | 
> et oa 
. a 
AS SOS ‘ 
Lae cage 
’ 1 ta 
ig eae 
a)? dl 
f ‘Re ios 
Sem 
. Wik “o- 
ABE 
Pema 
segs 
ore 
=~ 
: . 4 
| : ea? $y 
| , ; e Fad “é 
. ; > 3. if sa Od 
a A £ Ee - 
’ my, Uys i a 
a ” " Wie a? 
’ Bah tae ie a 
: ie Pe 
ceo ee A 
Vaio ese tae: Bae 2 ieee 
yesh Sr as cP ; ; ae Boke 
ee Ms bj fa 
a tet et %, a es 
Se i i e i". vit 
, Se Re ae 
ap is Bee By Ras 
2 bie: Yy, yee 
: ai ae a ee Mh, % = peo My 
> ee ane Es ty % gy: of 
: ache ae G3 z p ee 
Bd. * ve mis aif 6 . ia 
on oe 5c ee 3 
i bas: by , eT a * ey 
: #e € 
| o ‘ F 4 7 
a el ’ 
Soaps a r 
Ao) ne eS rer : ees r 
ei. ie — 
> a 16s | eT pols ea ; 4 ren, 
. i. he 5 Bee aaa.” 
‘=z ae Iii iy ae ; eae 
> ie ee 62 he a pa a  — ae 
- Col 3 Lr ees ‘ . ~~ us 
‘ " . ar cal Fy es ‘tag 
et, e & ge ;  . me . Bere ee 
ye ee \ f a > an 
: | ee. ‘ : . & eh 3 
: | ree. 4 . i" . Pe ne 
ST GS } Seges. pd 4 3 mF Pa ee F 
Vike : | rake oo” a ’ Pai oe se eon 
sos ——.. | Meh ean) % ES fe om es) aad 
ee ay a ee z ‘ ee 
an (aa. iz em: Fe. —— : a 
a? | . - ti ; ie eras ee 
P = a= Ea SM Stay ee l 
a ‘ | P b 3 “Sy S$ 4 i ped & 
; a -_ es g "Paige Ses. $ a 
Yin tah Ae ae > <3 . SS . Bi ate : 
i ae ES | the a , S ’ # 
. an | es: ew Be . 
PNT a : 2 oS : z em 3 
Bi: ah NS =e a ae 4 : ? b g 
ey RRS 22 ee * ee " ge z j 
f las eae Bs i i Fe 
Sy ge ae te et ’ “y =a 4 Vigne a 
: r . § Se ‘. Re ‘ af ss 25 
a i rs | e : ye 
ie Aaa | Ce ee Fg - ee = = 2% 
FE Foe ae ae. “a _ ay pe ne ee 
eer. a co oe Ss. a Ee, ts i 
ee eS So . cer : hs oe 3 . ‘ a 
ney ; a A se + ce ) S & ee 
*  -aeee %, ioe.” a Rs, . 
a 7 . an BS : f . : Bias Te aay. 
ts "4 é x sg % : % He: tae 
is Brees ‘ eae, & ae . are. “Es 
- sabigiencg pe BS a a a + ie By * pe oe ae 
. etn : _ ess és * > 3 a ae 
ae ha i —. ee as a oe oe is 
vee RS, 88 - me cm ie es oe ee, Se 7 
a s es : j : S's 2S ae ee " 
7 * x | ee . BS. Sr ge , oe eee 
ieee Teta 3? cf ® . -— £x§ ee aa 
«Ra te | ; A ee 3 rm a = — . 
ee ce Fie idl Pie oS a . \ 7a 
“eee | MO Pe he >. a lO q 
Shite ne , pastries ae ; . ee ll 4 
ie ee ae ~ a ET e “4 a A Se ial >  —_— 
et 5 c< F oe BP kt he ; i ; 
Fae s' a patie # & # “= ‘ 
Ae To * r * “ae 2 - % = ei ee See oe % 2 
eer.” B Be Bae % SS 2 
pea iam | my es Lia a 2 is 
ag ashy ee Saee a ee oe A 
1 ee ee Ce — << 2 ee . ) ¥ 
. Senane fs eee eg mee il sk a 
ee = pi eeemet 3.) Ses a F —— eee re ae : 
. $ ee Ie a aes. oa g AG ao: ll 4 
5 Be .? ane ES . Bg ae rs 4 # : ie Scars * . & 14 
4 i ae Yo | ee oT 5 
. a ‘ - Soe nee a RRS do ce rr j : 
& - set ai a Se 2 “g SS; Bee So see ee 3 ay iy 4 : 
: A . iy Sia ae 8 4 oe ae OT PS % SF ek 
’ re = PE . SSS ee ef? e fi 
: a % 7 : ye 4 Ee tot oo eae ae SS 
. FS eee 5 ee ee ; Bae SESS Saget sg 3 a ‘a ce i 
= ? Me Fg ‘ BE 5 Se ea oes - 
3 fy “3 E: 7 7 ; .a ee ae . f . 
os ae 3 3S z So Sa as x3 We 
; i oa eS Se = 
- , - 3 
= 3 * * ge ae a 2 a . 
% oa Sa, 
BS Sai Ss hi mag 
3g om ao 
{ = a 
SS © oa a. 
SS ge — 
a” Se fo ii 
_ ‘ ee. ae eS 
Be Se ae Soe fee 
ws Sa SS a 
a Sa ae ; ae 
. | be i 
Bee ite! ig tog oN ag 
at eS e 5 
BA MEENS oye y | < ” os) itn 
ets 228 | % . «| se - Paso S 
pam Pea ce 4 & a re ee 
5 Alle sess i sacl | = : é 
ig tT eye (las 
hs 3 ; oa — 
ey Aan 
Sites | tat ae 
Song i. a ¥ cs 
te ey ee 
pt tes i he ‘ ; i Oe 
eae ober, b=} ‘ 4 ‘ } . es chong ey ae. 
A rahe BS hes 5 ees : . ve F Se ales a : . a st Salih a did Je “E yes Sa a Sao ae ee oe 7 ages — “5 ee ee ene Rie eet = Sr } ; 5 eat Hc “3 ele louse! Peet 
ragh t? Me oc Shale r 8 he oa Se Ee eM Ray 3. sal Fe) mt pr eae se oe pk Payee BLP. A.” Le Bie IS |B oe Oat eS Fe ae PP ge rie TY pr ene Sd aie: a te ae Ae Ae) RR Cee ae 9 AP Pea oh Sl BUC < Bes yO ee oe Eig ae i ee IRR UL” PAM te ky a 
oes Peay euhaeee Lope ee a ea Te Se ON Tess Bac ABS eee: ee ee tere 9 Sepia, hah rcnesi Welbon y Sa cee Aae Arama Riise Ses eraccxc 4 nahlsay oe Sah ee Rete ay ees ee SiMe Mn ae Se Pee Lobe en cea eer Ne See Ne aaa es ae Be se 
Bie as ety on nae Ck Cine n Ne SN Nei etna a cold ae Ne ar ali NR AR he OR aoe cas RON Rt neh lah ariet Se aac ae dead ot Stk ea ng ade ieA Mlih Jaa See" J eae pe Oe ae Sn Ce gs oN. NR Aa CR OE ey ae eee eee me AE Rea REN, RRM ES Opis 7 Ae ent 
as i Sg pret ce) a ate eye a roe Lae as A) Se. 5 ee ie: See uke! Se 8 Ag gt oe eee Pa he acest A Oe ig) ied ey cts oer ten) Ee ea Ord ena ak a es ae i sia Rate S gchar pais ae othe a <=. i 
eV OMe ot TP i ERY Pek Cth He 5 aa; anh frie Se Ae Malan OS a oh Do at hee Jah te : gf RS ko eS ae haar cee toa h tos Rama 54 OE a leet eh Oinaa ec SA ean) Bees Se foi o gigolo ste tases | Boe i Se hae Pt Be tea es ie ey i, parte Bt cir 
oe RN A RR re ae ORR MN Sy see Oe OL LS UR SS a re a Oe eae PROCS LR Trane y RARE Sew © = EMES IND os Sate UREA BD te LETC (PCR ROE 
: E's Pan rs, vos 1b ah oy phe SIN ee Bose eho he oe ae Ean 4 Lee gts x Se oh) iad Wk tae Ft ie Es gh ig BEM Foe ce a pees iain " pane: ie ‘ak ee Prk a 8 De eas ome ea ge ae 4, ESD OD Ge eee a Ny hs PY RAND ind, QUIEN ff eatery oe Cet iho mete iie ERE . 
= Sakae SM Via 2 dein ORAS Ry MOS pe eR eam, Sh AAs SOMO SO MES Dela iat Oo Mer. UMM + SM 9 9 Seas choy ps x SNR ee ELAINE ML hy” SE epee a ah» PasemesENy cicero Oo Sar ie ah le Reet CL deal incre eA A beget ie ee a ct eae a aR be cia Pa CIE Ag ory ood Hea Mey en RL UA AI Seah : 


June 2, 1934 


WT eo ya 


ADVERTISING AGE 


13 


Standard Oil | 
Starts Parade — 
Of Live Power 


(Picture on Page 32) 

Omaha, Neb., May 31.—The much 
publicised “live power parades” of 
the Standard Oil Company of In. 
diana started their respective tours 
rom this center of the animal king: 

m over the week-end. The three 
trades, which tie in with the ani- 
mal-taming exhibit of Standard Oil 
at the Century of Progress, are 
lmost as realistic and in some re- 
spects more fascinating than that 
spectacle, which, incidentally, is at- 
tracting tremendous throngs in the 
opening days of the fair. 

The make-believe animals are the 
handiwork of Gus Renze & Co., of 
this city, Known among their clien- 
as the “artifishers.” Renze is 
one of the three men in this country 


« 


1? 
tele 


itrunks if 


who specialize in the manufacture 


of animals of all kinds. He usually 
makes them a little more jovial than 
the original models. 


MAN'S FETTERS 


They lash their tails, swing their | 


any, and otherwise give 
accurate imitations of their jungle 
kin. The ostrich, however, winks at 
his audience while the tail of the 
tiger has a strange habit of going 
around in circles. 

Each beast is mounted on a Ford 
truck and when the parades are on 
display, each animal has a pretty 
feminine keeper to put him through 
his paces. The marshals of the 
parade are mounted in specially built 
DeSotos. 

The three parades will tour the 13 
states in which Standard Oil of In. 
diana does business, then converge 
on Chicago for participation in the 
fair. 


Introduces New Product 

White & Bagley Company, Wor- 
cester, Mass., distributors of Oilzum, 
are marketing a new product, Oilzum 
Fabric Cleaner, designed especially 
for cleaning automebile upholstery. 


TO BE LOOSED 
BY MACHINERY 


Glowing Future Predicted at 
Sloan Dinner 


Chicago, May 29. 
has not betrayed us. We have be- 
trayed the machine. Science and 
technology have given us the means 
by which we may emancipate the 
race from poverty, drudgery and in- 
security.” 

In these brilliant words, Glenn 
Frank, president of the University of 
Wisconsin, repudiated the philosophy 
| of those who have envisaged the ma- 


-“The machine 


~ —_ 


chine as the cause of all human 
The occasion was a dinner 
given by Alfred P. Sloan, president 
of General Motors Corporation, at 
the company’s building at A Century 
of Progress last Friday night on the 
eve of the reopening of the fair. 

A hundred leaders of industry 
cheered the words of the educator, 
as well as those of Charles F. Ketter- 
ing, research expert for General 
Motors, who took a look into the 
future and gave his opinion as to the 
course industrial progress would take 
during the next century. Mr. Ket- 
tering was conservative and daring 
in the same breath. 


woes. 


Sees More Than Refinement 


Explaining that he had never yet 
heard a man whose predictions were 
even remotely justified by the actual 
developments which followed, Mr. 
Kettering said he believes the world 
is on the eve of progress of a dif- 
ferent nature from the mere exten- 
sion and refinement of discoveries 
and processes already known. 

He pointed out that scientists have 


A new pen by Parker 
... both win trstant success Uerough the Lost 


sales program.”* 


THE PARKER PEN COMPANY 


has authorized this statement: 


“We have advertised continuously for forty- 
one years and placed the bulk of our 
magazine advertising investment in The 
Saturday Evening Post, because it was and 
is the most effective place to advertise. 

“Since we placed the first Parker Pen 
advertisement in the Post we have sold more 
than 30,000,000 pens. 

“Post advertising is so powerful that we 
give the Post principal credit for the im- 


portant part advertising has played in our 


THE POWER THAT BRINGS 


NATIONAL 


REPUTATION TO AUTHORS AND LIFE TO 
THEIR CHARACTERS IS THE SAME POWER 
THAT GIVES NATIONAL REPUTATION TO 
ADVERTISERS AND LIFE TO THEIR TRADE 


wr Om cue rae 


SATURDAY EVENING POST 


AMERICAN INSTITUTION” 


broader interests than the develop- 
ment of labor-saving devices. It has 
been largely an accident that new 
discoveries have been along this line. 
But the whole trend of development 
may be changed overnight by a 
single new fact. 

Mr. Kettering made it clear that 
man has made only a beginning in 
solving nature’s conundrums. 

Dr. Frank spoke somewhat in the 
same vein. 

“To me the most disturbing fact,” 
he said, “is the number of Ameri- 
cans, in high position and low, who 
are falling victim to a _ defeatist 
mood, apparently assuming that prog- 
ress has come to a dead end; that 
science and technology have been too 
efficient in producing a limitless out- 
put at low prices and that the thing 
to do is to plan a lesser output at 
higher prices. 

A “Cowardly Retreat” 

“To restrict production and raise 
prices as a general policy is not 
liberalism but reaction, not states- 
manship but surrender, not creative 
advance, but cowardly retreat. That 
way lies the subsidizing of ineffi- 
ciency. That way lies the sabotage 
of superior management and _ that 
way lies a permanent and perilous 
lowering of living standards for the 
swarming millions. 

“It was not for this that the pio- 
neers builded their blood and sacri- 
fices into the foundations of the na- 
tion. More goods at lower prices is 
the logical goal of an age of science 
and technology. 

“Universities and research insti- 
tutions must organize to insure an 
earlier consideration of the social 
and economic results of the discov- 
eries of the physical scientist and in- 
dustrial technologist. If the social 
scientists are on the trail of a new 
idea in 1934, which may prove work- 
able in 1954, the social scientists 
should know it in 1934, not 1954. 

“And through all the twenty years 
the social scientists should be con- 
sidering ways and means of making 
this new idea help instead of ham- 
stringing humanity if and when it 
becomes workable.” 


Many Predictions Made 


Predictions for individual indus- 
tries were made by a number of 
spokesmen. Physicians forecast an 


increased span of life for mankind. 
In the food group, experts told of 
vitamin-containing foods expected to 
make life richer and happier. 

Office buildings constructed = as 
empty shells, with floors, ceilings 
and walls inserted according to the 
requirements of tenants, were fore- 
cast by William R. Seigle, Johns- 
Manville Corporation. 

Merlin H. Aylesworth, president, 
National Broadcasting Company, be- 
lieves the day will soon arrive when 
facsimile receivers will report what 


flashed through the sky during the 
night. 
Other equally fascinating predic- 


tions were put on record. 


Samuels Named Editor 


of “House Beautiful” 


Richard Berlin, general manager 
of the Hearst magazines, has an- 
nounced the appointment of Arthur 
H. Samuels, formerly editor of 
Harper's Bazaar, as editor of House 
Beautiful combined with Home and 
Field. Stewart Beach will be asso- 
ciate editor of the publication. 

‘tarmel Snow, fashion editor of 
Harper’s Bazaar, has been advanced 
to editor of that publication. and 
Kathryn Bourne, formerly associate 
editor of Cosmopolitan, has been 


named fiction editor for Harper's 
Bazaar. 
Both Harper's Bazaar and House 


Beautiful combined with Home and 
Field are members of the Stuyvesant 
Quality Group. 


R. I. Papers Merge 


Gordon W. Ewing, owner of the 
East Greenwich, R. I. News, has sold 
the paper to Joseph D. Petty, pub- 
lisher of the Rhode Island Pendulum, 
who plans to merge the two prop- 
erties. 


Rejoins East Texas 


After an absence of several years, 
Ralph E. Bishop has returned to East 
Texas Refining Company as _ sales 
manager, succeeding Leo R. Bram- 
mer, who has resigned to become gen- 
eral manager of Danciger Refineries, 
Inc., Tulsa, Okla. 
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“Provocative Gifts” Tried 
Out by Westinghouse, G. E. 


General Electric, Selling 


Vacuum Cleaners, Dis- 
tributes Brooms 


New York, May 31.—One result to 
date of the gift of free brooms to 
stimulate the sale of General Electric 
vacuum cleaners has been the re- 
ceipt of over 15,000 signed coupons 
since the offer was made in the Satur- 
day magazine section of the New 
York Journal, a little less than three 
weeks ago. 


Executives of the company found 
that aside from promoting the sale 
of vacuum cleaners to dealers, which 
is a primary function of its usual 
advertising, it has had a decided in- 
fluence in helping the dealer sell to 
the housewife. 

Though work of sales follow-up on 
the coupons has just started, some 
outstanding results have been re- 
ported. One dealer, taking eight leads 
developed this way, immediately sold 
four cleaners while another testing 
four of the leads, crashed through 
with three sales. 

The full page color advertisement, 
which was run in the Journal to an- 
nounce the deal to consumers, was 
used by the Rodney E. Boone Organ- 
ization for intensive advance mer- 
chandising. The Boone organization 
is participating actively in the fol- 
low-up work. 


Dealers Buy Space 


Copies of the advertisement were 
taken to dealers in the New York 
area by Boone men, who emplained 
the plan. More than 260 dealers 
seized the opportunity of buying in- 
tensive coverage of their territories 
for $10; considering the fact that so 
much gdvertising could hardly be 
bought*at this figure in any other 


\ 


| proximately 650,000. 


way. 
was listed. 

The arrangement is that leads de- 
veloped in their territory will be 
turned over to them for follow-up. 
All told, the circulation-of the adver- 
Reprints of the 
advertisement, made on a good stock, 
were placed in the dealers’ windows 
to identify them as participants in 
the broom offer. 

The list of dealers’ names which 
occupied the left hand column and 
most of the bottom strip of the 
Journal page was omitted from the 
reprints, and in its place was sub- 
stituted a phrase indicating that the 
merchants displaying them had the 
brooms and cleaners. 

After lining up the dealers for the 
advertising, the Boone organization 
advised the General Electric Com- 
pany, whose salesmen then sold the 
dealer the electric cleaners he was 
required to purchase. The minimum 
was four, and for each a broom was 
supplied free, with the option to pur- 
chase additional brooms at 25 cents 
each. 

In this way, the space was paid for 
and General Electric made one of the 
largest sales to dealers ever pro- 
duced by a single advertisement. But 
the work of the advertisement did 
not stop there. It continued by pro- 
moting the retail sale of G-E vacuum 
cleaners. 

Dealers Distribute Brooms 

The coupons received 
Electric were turned over to the 
Boone organization for distribution 
to participating dealers in the proper 
territories. The dealer’s salesmen 
are delivering the brooms, finding 
this plan useful in opening doors 
and sales talks. 

yeneral Electric was pledged to 
supply only 3,000 brooms. The dealer 
uses his discretion in distributing 
them. If the salesman finds the 


by General 


ABO* circulation takes 
the guesswork out of 
advertising coverage 


*ACTIVE BUYERS ONLY 


205 E. 42nd St., New York City 
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A CONOVER-MAST PUBLICATION 


. 333 N. Michigan Ave., Chicago 
(4-716) 


Each of these dealers’ names | 


tisement in the paper alone was ap- | 
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Refrigerator Maker's Gift 
Designed to Add to Ice 
Box Efficiency 


New York, May 31.—With the flow 
of coupons still unabated ten days 
after the appearance of a full page 
color advertisement offering a gift 
food saver to ice box housewives in 
wired houses, Westinghouse Electric 
& Mfg. Company had nearly covered 
its quota, and proved the plan to be 
an effective sales promotion. 

Restrictions stated in the copy, 
which appeared May 19 in the New 
York Journal's Saturday magazine 
section, so limited the offer that it 
would uncover only live electric re- 
frigerator prospects and pave the 
ray for a natural approach by the 
salesman. 

This preliminary use of the idea of 
impressing the prospective buyer 
with the inefficiency of an obsolete 
article probably will be followed in 
the summer by a national campaign. 
Newspapers will be used to announce 
the offer. 

The first offer of this kind, in 
which a manufacturer offers a gift 
designed to make life easier for those 
not using his product, was made in 
the Chicago Evening American Jan. 
20, when Williams Oil-O-Matic Cor- 
poration offered coal shovels to users 
of this fuel. 


Offer Is Restricted 


In New York, Westinghouse made 
the “stringless” offer to “ice box 
housewives” within 50 miles of the 
city and stated that it would be with- 
drawn when the supply of 5,000 food 


home is not a good prospect for an 
electric cleaner, he may either deliver 
the broom or contrive some way of 
gracefully avoiding it. 

If the dealer wants to give brooms 
freely, that is his choice, since he 
pays for the additional supply and 
may benefit by the good will created. 

As in other offers of this kind, the 
yeneral Electric copy praised the 
product being given free. But it also 
contrasted the drudgery of using the 
broom and the superior performance 
of an electric cleaner. A model illus- 
trated, bearing the Good Housekeep- 
ing seal of test and approval, was 
featured at $31.95. 

“If you are a housewife, mail the 
coupor below,” the advertisement 
read. “A full size No. 6 household 
broom of fine quality will be deliv- 
ered to you free without obligation 
of any kind except that this offer is 
limited to the first 3,000 who mail the 
coupon below, within 80 days, and 
only to those within 50 miles of New 
York City. 

“Why do we do this? Simply be- 
‘ause we want you to think of what 
hard work it is to use it. Every time 
you sweep we want you to think how 
much easier your housework would 
be if you owned a G-E Three-Feature 
Vacuum Cleaner.” 


Five Accounts to 


Keystone Associates 
Keystone Associates, 12 Pearl St., 
Boston, have been appointed to handle 
advertising of Essex Hotel, Boston, 
using outdoor and direct mail; E. S. 


Ritchie & Sons, Brookline, Mass., 
nautical instruments, using maga- 
zines and direct mail. 

Julian Scott Bryan, New York, 


western ranch trips; Hamilton Prod- 


|} ucts Company, a new organization at 


125 Marlborough St., Boston, using 


| magazines; and Denton & Co., Boston 
| investments, 


using newspapers and 


direct mail. 


Studebaker Changes Time 


Richard Himber and the Stude- 
baker Champions, heretofore heard 
over a WABC-Columbia network on 
Saturdays from 9:30 to 10 EDST, will 
broadeast at the same hour on Tues- 
days, beginning June 5. 


| 2 
savers was depleted. The message | grees necessary to prevent spoilage. 


was addressed “to every woman who | 
is still ‘getting along’ with an old- 
fashioned ice box.” The brief coupon 
required that the interested house- 
wife sign a statement that she lives 
in a house, not an apartment, and 
that it is electrically wired. 


Up to the holiday, 4,200 coupons 
had been returned, and the flow con- 
tinued in a volume well in excess of 
expectations. Longer life of maga- 
zine sections, put at two to three 
weeks, was believed co be the reason 
for the maintained coupon returns. 

The gift is the Nuchar food saver, 
sold in department stores at about 
$1. Cylindrical in shape, it absorbs 
ice box food odors, preventing loss of 
foods for table use by stopping the 
transfer of odors and sweetening the 
box. It contains a thermometer on 
the front side by which the housewife 
may learn whether a safe tempera- 
ture prevails. 

Some of the coupons have been 
turned over to the sales department 
and put into use. A check-up re- 
vealed that over 25 per cent were 
good prospects and this percentage 
may run higher in the final analysis. 
Even at this rate, the offer is paying 
for itself, including wholesale cost 
of the food saver and expenditure 
for advertising. The resulting cost 
per lead figures relatively low. 


Unique Sales Opportunity 


Taking the signed coupon, the 
salesman following up the advertising 
calls to make delivery of the food 
saver. Opportunity to inspect the ice 
box is afforded when he offers to 
show how it may be placed to pro- 
duce best results. The housewife’s 
interest is further aroused by check- 
ing the temperature, which should be 
maintained under 50 degrees to pre- 
vent growth of microbe organisms, 
according to government authorities. 


With the device before her eyes 
every time the refrigerator door is 
opened, she can corroborate, subse- 
quently the statements of the sales- 
man to the effect that proper refrig- 
eration by ice is obtained only when 
a large quantity of ice is present. 
After this, she finds that the tempera- 
ture rises above the maximum 50 de- 


The copy used in making the offer 
was not such that the housewife 
might take greater pride in her old 
ice box. It took pains to implant the 
germ of intelligent appraisal of the 
food storage problem as it affects her, 
and suggested some of the benefits ot 
electric refrigeration. The illustra- 
tion presented an electric mode! 
Wistfully considering the gift offer, 
the Westinghouse advertisemen: 
said: 

Wistful Copy 

“We can’t give you anything to 
correct all the shortcomings of an 
ice-box, or to let you enjoy even a 
fraction of the advantages of a mod 
ern Westinghouse Refrigerator. But 
we do know the Food Saver will make 
your ice-box far more efficient than 
it is—less wasteful of food than at 
present, less of a gamble so far as 
food temperatures are concerned. So 
we want you to have one free—anid 
we ask nothing in return. 

“One of these days you're going to 
get fed up with that ice-box of yours,” 
the copy prophesied, “and put up-to- 
date refrigeration in your home. 
When you do, we think you may fee! 
like saying ‘thank you’ for our gitt 
by including the Westinghouse dealer 
in your shopping tour, and compar- 
ing what the Westinghouse Refrigera- 
tor offers you with any other make 
on your list. We're confident of your 
choice.” 


Employing a more positive selling 
tone, it continued: 

“Your ice-box is a daily bother and 
worry—your Westinghouse you plug 
in and forget. It gives you the ezact 
temperature you want to make dainty 
frozen desserts, and keeps your foods 
at their freshest and best. You open 
the warp-proof, odor-proof door, and 
automatically a light snaps on, flood- 
ing the snow white porcelain interior 
—seamless, and as easy to clean as 
a china dish. And ice cubes! Pounds 
of them!—ready to turn out in a 
twinkling into your favorite drinks. 

“Yes, with a Westinghouse in your 
kitchen you'll know the joy of mod- 
ern refrigeration at its best. But in 
the meanwhile, let us help you im- 
prove your old ice-box with the amaz- 
ing free food saver. Send for it 
today.” 


| IT DARES TO BE DIFFERENT 


POINT OF 


DIFFERENCE NO. 2 


A Unique 


Reader Relationship 


The subscribers to The Christian 


Science 
unusual 


Monitor 
interest 


have a 
in this 


most 
inter- 


national daily newspaper. It is 


essentially 


They 


“their” 


approve and 


newspaper. 
support its 


constructive news policies, its high 
editorial standards—and its clean 
advertising columns. Many adver- 


tisers 


testify 


to its exceptional 


responsiveness, as may be learned 
at any of the offices below. 


THE 


CHRISTIAN SCIENCE 
MONITOR 


Published by The Christian Science Publishing Society 
Boston, Massachusetts 


NEW YORK OFFICE—500 FIFTH AVENUE 


Other Branch 


Offices: 


Chicago, Detroit, St. Louis, 


Kansas City, San Francisco, Los Angeles, Seattle, Miami, 
London, Paris, Berlin, Florence, Geneva. 
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June 2, 1934 


CUTEX RELEASES 
WIVES OF PROFS 
FROM OBLIVION 


Tinted Nails Now Labelled 
‘Conservative’ 


New York, May 31.—-In the biggest 
campaign in its history, the Northam 
Warren Corporation is making ex- 
tensive use of color printing to de- 


liver the message that even women 
considered most conservative’ in 
tustes are employing the deeper 


shades of nail polish to match their 
costumes, 

The story is essentially one of 
color and because of this fact, all the 
national magazine copy in the cur- 
rent series on Cutex liquid polish is 
running in full color pages. Magazines 
employed Cosmopolitan, Ladies’ 
Home Journal, McCall’s Magazine, 
True Story, Vogue, and Woman's 
Home Companion, 


are 


In addition, Cutex’s story is being 
told in weekly Friday evening broad- 
casts over the blue network of the 
National Broadcasting Company. Phil 


Harris and Leah Ray are featured. 
The radio campaign extends 652 
weeks. 

At the beginning of the present 


advertising effort, which is under the 
direction of J. Walter Thompson 
Company, an investigation showed 
that while the vast majority of wo- 
men are using nail polish, not all had 
been convinced that deeply tinted 
nails are in good taste. Proof of the 
fact that deep tints are favored even 
e#mong conservative groups is being 
presented in this Cutex ad- 
vertising. 


year’s 


“Type” Wives Quoted 


One of 
therefore, 


the first advertisements, 
asked what age women 
“wearing” the new bright nails. 
The answer was grandmother, daugh- 
ter and sub-deb. The June advertise 
ment inquires: “Are college 
sors’ wives wearing the new 
Cutex nails?” 

The this 
“college halls may be 
a little musty 
are 


are 


protes- 
bright 
answer in that 
ivy-grown and 
but the faculty wives 
stepping out and tinting their 
nails in the very newest tradition” 
and, it is added in Cutex’ report on 
three important college communities, 


case is 


“the fact is, untinted finger nails 
nowadays have just about as much 
appeal as the dead languages, and 


are never, never elective with women 
who want to make more than a_ pas- 
sing grade on their appearance.” 
Copy further tells how Mrs. George 
Meyers, Princeton, repeats the card- 
inal tone of her jacket in Cutex card- 
inal nail tint; Mrs. Henry T. Rowell, 
New Haven, chooses Cutex coral pol- 
turf green jacket 
frock, and Mrs. Hatcher Hughes, New 


ish to set off a 


York, selects ruby to make a strik 
ing effect in combination with a 
knitted, grayed-over blue suit. An- 


other advertisement treated bankers 


wives in a_similar manner. The 
fashion tie-up, first introduced into 
the Cutex development) program in 


1925, is in this way brought into play 
again in a new and striking way. 


A Long Path 


A vear ago, most of the Cutex mag 


azine advertising was in black and 
white. It developed the thought that 
tinted nails, with the present ftemi 


nine dress mode stronely to 
introduced 


tune 


leaning 
“smart.” and 
and 
tions to prove its point. 


color, are 


socialites at opera social 
the 


that highs 


The 1934 campaign. producing 


evidence it does to show 


shade, suiting 
the color to the costume. Since 1916 
Cutex has done $5 per cent of all the 
advertising of manicure preparations 
to the public, the company 


‘ases more than one 


declares. 

Its first job promote the 
idea of having attractive nails and 
getting them by employing the Cutex 
method of nail care. In 1925, the 
fashion note was stressed. <A year 
later deep rose nail polish was intro- 
duced and the famous hand copy ap- 
peared. Anna Pavlowa was featured 
in the statement, “my hands, too, 
must dance.” Later, beauty editors 
throughout the world were quoted in 
Cutex advertisements, and additional 
shades were added. 


was to 


Offers Color Wheel 


pletely banish the thought that tinted 
nails are not in good taste appeared 
early in 1932. Typical of that phase 
of Cutex promotion the adver- 
tisemcnt headed, “Do husbands like 


was 


finger tips that are tinted or nat- 
iral?” This was followed last year 
by the “tinted nails are natural” 
series. 


Current advertising carries a cou- 


pon for use in obtaining a trial bottle | 


of liquid polish and a new color 
wheel which indicates the correct 
shade of polish for gowns of every 
color. 


Malleable Range Appoints 

Advertising of Malleable Iron Range 
Company, Beaver Dam, Wis., maker 
of Monarch ranges, has been placed 


Chevrolet Tells 
Dealers Its Aim 
In Advertising 


Detroit, Mich., May 31.—Regular 
dealer-factory conferences on adver- 
tising, to give dealers a clear con- 
ception of the company’s campaign 
plans, and to enable the company to 
profit from the experience of 


been instituted by Chevrolet Motor 
Company. The first of the confer- 
ences was held here last week when 
19 dealers from eight regional sales 
areas attended. A similar meeting 
will be held each month. 


the | 
selling organization in the field, have | 


of Chevrolet, in notifying dealers oj 


the new plan, declared that the com. 
pany expects to profit greatly through 
the exchange of information and 
ideas. 

“Advertising plays so large a part 
in selling,” Mr. Fisken stated, “that 
the advertising division of the com. 
pany cannot help but benefit through 
closer contact with those who do the 
actual selling. We _ believe’ that 
through this series of monthly con- 
ferences, each attended by dealers 
representative of every territory, we 
shall be able to take better advan- 
tage of conditions in very region.” 


Represent KBTM 


Kasper-Gordon Studios, 140 Boy's. 
ton St., Boston, have been named New 


tinted finger types are. considered 
conservative now, calls attention to 
previous steps taken in developing | 
the ymarket) for Cutex liquid nail | 
polish | 

In 1916. when it was introduced. | 
mily 25 per cent of the American | 


their nails, | 
preparations, it is | 
asserted. In 1933, 76 per cent did, | 
and 40 per cent used at least 
dark shade nail polish and in some | 


women manicured own 


using manicure 


one | 


series of a con- 
designed to com- 


the 
nature, 


The first of 
troversial 


with L. W. Ramsey Company, Chi- 
cago. 


WITH THE 1934 


CENTURY OF PROGRESS 


F you're three thousand miles distant from 
Chicago or thirty-five, you’re going to benefit 
substantially from the 1934 Century of Progress 
‘xposition which opened on Saturday, May 26 


and will continue until October 31. 


Last year, this great World’s Fair on Chicago's 
lake front attracted an attendance of 22,565,859 


England representatives of KBT\, 


C. P. Fisken, advertising manager’ Jonesboro, Ark. 


exhibits and activities are certain to strik 
popular and responsive note. 


As a matter of fact, for every dollar that Wor! 
Fair visitors may spend at the Fair itself,! 
dollars easily should be spent for merchané 
necessary to bring them to the Fair, and for! 
things needed to give them its full enjoymé 


and provided a tremendous and wholly unex- 


pected business stimulation for all America. 


This year, with general conditions considerably 
better, the repetition of A Century of Progress 
on a bigger, finer scale is certain to have a still 


As an organization of business men in no St? 
officially connected with A Century of Prog 
Exposition we will be pleased to cooperate ‘! 
you in any way we can in making this $* 
event a source of truly national benefit. 


more beneficial effect on the national welfare. 


Put this Century of Progress actively, effectively 


to work for your business and yourclients 

starting now and continuing all sum- 
mer long. America will be World’s 
Fair conscious immeasurably [more 
this year. And campaigns definitely 
tving into A Century of Progress, its 


Rumors to the contrary, we have no large adi? 
tising or propaganda fund, but we are gil 
serving as a clearing house of it 
and assistance to advertising agen 
advertising managers and_ heads 
business institutions who wail! 
make the most out of the 1934 Cent! 
of Progress. 


CHICAGOANS, INC. 


A Citizens’ Civic Committee .... Mayor Edward J. Kelly, Chairman 


CONWAY BUILDING, 


111 WEST WASHINGTON STREET 


CHICAGO, ILLINOIS 
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ea 
| in 13 key cities maintaining regional 
organization offices. 
Newspaper copy, which is being 


| run as soon as dealers can be sup- 
plied with the new models, is head- | 
lined, “Dodge offers three additional | 


‘ears at lower prices,” and stresses|€ Conklin, ° ‘ 
the 32 extra advantages which Dodge | Pacific coast representative of the 
Sete Roswell, N. M., Record. Eastern rep- 
Detroit, Mich., June 1.—An exten- | Possesses. resentation for this paper will con- 
.ive list of newspapers is being used| The three new body styles offered | tinue to be handled by Inland News- 
in the introductory campaign, | in the new line are a coupe, at $650,| paper Representatives, Inc. Verree 
iaunched this week by Dodge Broth- /and two sedans, one at $695, and the | & Conklin have also been appointed 
a Corporation, to announce a com-| Other at $745. All three bodies are natio nal Pepresentatives for the 
panion line of lower-priced cars with | wired for radio. | Plattsburg, N. Y., Press. 
which the company’s dealers will| A. VanDerZee, general sales man- | id a 
ndertake a further enlargement of | ager, in explaining to dealers that “Spirits” Advances Frank 
‘heir already extensive market. the lower-priced Dodges have been “4 ; » New York 
The announcement, according to| in preparation for some time, de- aul Frank, formerly New Yor 
Ruthrauff & Ryan, Detroit, the | clares that “the introduction of the | 
agency in charge, follows close upon |added line comes at a time when vice-president of Spirits Publications, 
the heels of enthusiastically attended |trade and economic developments | Inc. He will make his headquarters 
dealer meetings held simultaneously | give widened acceptance to the cars’ in the New York office. 


now offered in combination with new 
and attractive price tags.” 


To Represent “Record” 


The San Francisco office of Verree 
Inc., has been named 


appointed advertising manager and a 


representative for Spirits, has been | 


Graphic Arts Institute 


Elects New Officers 


Harry L. Gage was re-elected presi- 
dent, and Harry A. Groesbeck, Jr., 
| was re-elected honorary president of 
Institute of Graphic 
Arts at the annual meeting held in 
New York last week. Other efficers 


the American 
include: 


First vice-president, 


directors, Melvin H. 
Philip Hofer, 


elected; 
Fred Singleton, 


Blanche Decker. 


Shaw Joins Adart 


has joined 


tact man. 


FIGHTS POISONERS 


Allen H. 
Caton; treasurer, F. W. Shaefer, re- 
Loos, 
Mel- 
bert B. Cary, Jr.; executive secretary, 
Twelve local honor- 
ary vice-presidents were also elected. 


Monroe Shaw, formerly account di- 
rector of Bender-Shaw Advertising, 
Adart Advertising Cor- 
poration, New York, as plan and con- 


Sail the “| 
DOG POISONER! 


An Appe*: to Human Decency by the 
Mokers of CALO DOG and CAT FOOD 


Again the dog porsoner is of work 
winnung the trusting animal s friendship, 
then gloating fiendishly os the dog 
crowls away in agony to die at his mos- 
ter's feet. True to Mon even in death! 
Stomp ovt this crime against humon 
decency. Help repay Society's debt to 
thot ever-joyful playmote, guordion, 
trend the dog 


“100” 


Reward 


Fer Information leading to 
the Arrest and Conviction 
oft any guilty deg polsoner 


The mokers of Colo Dog ond Cat Food 
initiote this great crusode solely be- 
couse of love for dogs and other do- 
mestic pets. We osk in oll sincerity . 
help blot out this shome! 


CAPORMA animal PRODUCTS COmPanr int 


_ MAKERS OF CALO DOG ond CAT FOOD 


California Animal Products Com- 
pany is releasing this two-column 
newspaper advertisement wher- 
ever dog poisoners are reported 
in operation. Emil Brisacher & 

Staff handle the advertising. 


ZEPHYR HOST TO 
11 WRITERS ON 
DASH TO FAIR 


—_— 


Chicago, May 31.—All records for 
publicity, as well as speed, were 
shattered in the non-stop dash of the 
Zephyr, new Burlington streamlined 
train, trom Denver to Chicago, in 13 
hours, 5 minutes, as one of the fea- 
tures of the revival of A Century of 
Progress. 

The solarium of the Zephyr was 
arranged for newspaper men much 
on the order of ringside seats at a 
world championship fight or a 
world’s baseball series. Typewriters 
mounted on tables in the solarium 
gave the writers an unobstructed 
view from the rear of the _ train. 
There was a continuous staccato of 
keys hitting the manuscript as mile 
after mile was clipped off at 80 miles 
per hour or better. 

Ten high-spot' stations between 
Denver and Chicago were selected as 


news’ dispatching locations. Five 
minutes before the train sped 
through each of these places, bul- 


letins and stories were collected and 
placed in containers. A novel device 
to eject these cartridges loaded with 
precious news had been devised for 
the rear of the train and as the 
streamline model sped by stations, 
these containers were hurled out on 
the track in the rear of the flying 
train. Extra operators to handle the 
transmission of news were stationed 
at each place. 

From the rear of the train it was 
amusing to see the Burlington agents 
dashing after these containers like 
a safety man pursuing the pigskin 
on a football field. 

More than 130,000 words were filed 
for quick transmission in this unique 


manner. The two high spots were 
McCook, Neb. and Burlington, Ia. 
At the former point 18,000 words 


were filed and at the latter 21,000 
words. 

The publicity arrangements from 
the time the Zephyr blueprints ap- 
peared last July to the conclusion of 
the Zephyr run into Chicago were 
handled by Joseph H. Finn, of 
Reincke-Ellis-Younggreen & Finn. 


Cook to Represent 

. . 93 

“Advertising Age 

B. Frank Cook, Atlanta, has been 
appointed to represent ADVERTISING 
AcE in Southeastern territory. He 
has been in the advertising field in 
Miami and Atlanta for a number of 
years. His office is in the Walton 
Bldg. 


Fenton to Start Agency 

After several years in California, 
Richard L. Fenton, who formerly con- 
ducted an advertising agency at 13 
Milk St., Boston, has returned to the 
Hub City and will again open agency 


offices. 
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New Toothbrush 
Uses Bristles 
On Both Ends 


Los Angeles, Cal., May 31.—A 
toothbrush with bristles on each end 
of the handle has been introduced 
by National Duo-Type Distributors, 
who are planning national distribu- 
tion as the result of a test campaign 
run in southern California. Dan B. 
Miner Advertising Agency is in 
charge. 

The Duo-Type brush is radically 
different from any marketed thus 
far. A T-shaped bristle at one end 
is designed for reaching outer tooth 
surfaces easily. It is curved slightly 
to fit the natural arch of the mouth. 
The relation of brush and handle in 
the ordinary toothbrush is reversed 
in the Duo-Type. 

The brush at the other end of the 
handle is smaller than its mate and 
makes it simple to reach inner sur- 
faces of the teeth. The brush is the 
invention of Dr. R. M. Graves, a 
dentist of Portland, Ore. 

Dr. Graves asserts it is the first 
which makes the correct “up and 
down” stroke natural. The Duo-Type 
is said to have won the endorsement 
of many dental authorities as well as 
other prominent authorities. 


WANT A LITTLE LIFT? HERE IT IS 


; 
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There's a “Lift” in 
CAMELS that drives away 
Fatigue and Irritability 
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“Got a LIFT with a Camel !” 


Half-page newspaper copy for Camel, stressing a new theme, which 
made its appearance this week. 


ed list. 


World’s Fair Number of 
Hospital Management 


appears June 15— last advertis- 
ing forms close June 12. This 
issue will contain the story of 
the Century of Progress Expo- 
sition from the viewpoint of the 
hospital executive. Circulation 
covers primary hospital market 
represented by A. C. S. approv- 


Ask for details— address 
either office, 330 W. 42nd street, 
New York, or 537 S. Dearborn 
street, Chicago. Member A. B.C. 
and A. B. P. 


Getting Personal 


Bruce Barton was agreeably surprised on landing from the Wash 
ington May 30 after a trip around the world to find the delighte: 
citizenry had decorated the city and declared a holiday. 


Returning from a Havana vacation, Dorothy Winsor (McC-E) say: 
she was within earshot of a pineapple party only once. She didn’ 
investigate, being satisfied with the hotel maid’s explanation tha 
the bombs were by way of welcome to a returning ex-president. 


Gene Cole, a BBDO art director, is the proud father of a so: 
There are lots of new babies in the BBDO family just now. . . James 
Collins, once sales manager for Horace Liveright, will issue his firs: 
book as an independent publisher June 7. It’s a collection of light 
verse, “Slightly Sour Grapes,” by Evelyne Love Cooper... 


The Tem Colemans (L&T) are planning another honeymoon. Th 
will park the babies, visit the family in Omaha and do the Chicago 
Fair. . John McCormack, the Irish chaunter, has asked Hiram Mc- 
Kee, of Cecil, Warwick & Cecil, to vacation at his castle at Drogheda, 
Ireland. He would like to accept if he could get away. 


Rudolph H. Dirck, who takes care of advertising production for 
Frigidaire, has a full-page humorous color drawing in the current 
issue of Esquire. Riley H. Allen of the Honolulu Star-Bulletin, 
recently reported in Washington, is now visiting in Louisville. Ken. 
tucky is his native heath. 


The June wedding of Shirly Ewald and B. Loud will be the social 
event of the month in Detroit advertising circles. Van Best, 
new motor city manager for George T. Hopewell, publishers’ repre. 
sentative, is a brother of Hil F. Best. Space selling seems to run 
in the family. 


Theodore F. McManus, playing host to space salesmen at his 
recent housewarming, told enough authentic stories to convince lis- 
teners that he knows plenty about box cars as well as motor cars. 

H. A. Patterson, Chicago newspaper rep, is creating a mild sensation 
on the Boul Mich with a new checked suit. 


The agate chasers like Jack Boyle more than ever, now that lhe 
has obligingly proved that even a space buyer can make an error some- 
time. Jack bought a fine suit pattern of Irish homespun from an im- 
migrant who happened by, to discover later that the cloth bore the 
trademark of a Brooklyn mill. 


Bob Nesmith, of Robert I. Nesmith & Associates, has resumed his 
favorite outdoor sport of photographing bathers off guard at Ry¢ 
Beach. Some of the pictures he obtains of friends and strangers are 
screamingly funny and others are simply remarkable. 


Harry Reddersen, L&T service department head, celebrated his 
16th wedding anniversary June 1. G. Lynn Sumner knows quite 


a little about dieting and uses his knowledge himself with excellent 
results. 


J. H. (Jake) Geise, popular Y&R vice-president and treasurer, was 
the recipient, on his fiftieth birthday recently, of greeting cards from 
practically every member of the organization. One card was the size 
of an outdoor advertisement. 


Struggling along without Louis Millott, BBDO’s baseball team 
managed a victory over the McC-E nine. Home runs by Weithas, 
Miller and Maloney contributed to the winning score. Alan Green 
and Julian Brodie are shopping like newlyweds for deck chairs and 
sun shades to furnish the terrace which is a part of the new and larger 
offices of their agency at 485 Madison Ave. 


The advertising and promotion engineered by Clarence Francis 
and Nelson Perry brought a record crowd to the Bronxville Riding 
Club’s annual show May 26, despite a steady, all-day downpour. Ad- 
vertising men gave poor accounts of themselves in the competition. 
but their daughters came through with flying colors. Jane Rubicam, 
daughter of the agency head, was judged best girl rider and named 
to represent the club in the national finals. Anne Holliss, daughter of 
the g. m. of the New York Daily News, was voted the best model in 
the style show of beach wear. 


A remarkable coincidence followed the distribution of a clever 
promotional piece of Swan Studios of Chicago, consisting of a news- 
paper clipping in which the name of the individual addressed was set, 
under the caption, “Rushed to Hospital.” The piece addressed to 
T. R. Crawford, art buyer for M. Glen Miller, Chicago agent, found 


him at Michael Reese Hospital, where he had been rushed for an 
appendectomy. . . 


Collins Riley, radio executive, has been touring the South and 
Southwest. . . John W. Odlin, Worcester agency man, has returned 


from a salmon fishing trip to northwestern Maine, where he has a 
summer camp... 


Harford Powel, Jr., of Kimball, Hubbard & Powel, Harvard ‘9, 
has prepared a list of twenty-five reasons why members of the class 
should not attend the twenty-fifth reunion at Cambridge this month 
He decided that telling the men of ’09 why not to come is the best 
way to get a good turnout. . 


Herbert Porter, Atlanta Georgian, usually a regular at S.N.P.A. 
conventions, was prevented by illness from attending the Asheville 


get-together May 21-23, much to the regret of his many friends in the 
organization. .. 


Capt. Cranston Williams, secretary-manager of the Souther! 
Newspaper Publishers’ Association, and one of the most popular asso 
ciation executives in the country, returned to Chattanooga from the 
annual convention wearing a broad smile. The association unanimously 
voted to increase the working budget... 


Willliam J. Leacock, Jr., who for many years guarded the doors 
to the space-buyers’ office at Lord & Thomas, Chicago, has been trans 
ferred to the checking department. Mr. Leacock, now in his 73rd 
year, dresses like a Beau Brummel. 


Col. Earl L. Thornton is manager of the Great Northern Hotel, 
Chicago, and may or may not be an advertising man. Anyway, he 
added to his collection of medals this week when France presented 
him with the Cross of Chevalier of the Legion of Honor. Col. Thorn 
ton. who was on Pershing’s personal staff during the war, is a member 
of Advertising Post No. 38, American Legion. . . 


John Jennings, art director of Erwin, Wasey & Co., Chicago, 25 
jointly taken up bicycle riding with Bill Cooley, of Underwood & 
Underwood. The two may be seen threading the paths of Jackson 
Park almost any morning, with Mr. Cooley lagging behind the ene? 
getic Jennings. . . 
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| Here’s a Silver Dollar Yardstick 
Nearly FOUR MILES HIGH 


The Readers of 
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$1,600,000— 


<4, $2,169,759 


vane Daily 
POST at only 2 cents per copy 


The overwhelming preference for THE BOSTON POST is proved by the fact that 
4 2169759 MORE READERS buy it than the Morning Globe and Morning Herald COMBINED, 
ie TI 


ly: to read their favorite daily paper 


2,169,759 Silver Dollars Piled Flat Would Make a Column Nearly 


$1,400,000— 


or the Evening Traveler and Evening Globe COMBINED. 


$1,300,000— fy This compact market of A THIRD OF A MILLION BOSTON POST FAMILIES 
, | spend millions of dollars daily. It is the largest and most responsive New England 
Ve I! audience to be reached by a single medium. The Boston Post has been the BEST 
| $1,200,000— i Lt 7 advertising medium in this populous and prosperous community for more than a . 


TL quarter of a century. 


= She Boston Post 


MILLION 

DOLLARS foo New England's "GOOD MORNING" for 103 years. 
. ww weer wnrtTT 

$900,000— naa Mini py iil These stacks of silver dollars show the 
, mae 0 TST approximate total amounts paid last 
: <} year for Boston daily newspapers at Tr 
t, senate. the regular price of 2 cents per copy. aie 
: | t — Boston Sunday Post Sales are 
| Ll nu rf eee TT T NOT included in this compari- 
$100,000— (her ' Bos am Teer iiaewvennsra son. If Sunday sales at 10c per 
a Reece M ostow i U@ Lit Yi wu Tirnua copy were added, the sum paid . 
’ ati even vening ik OS: on‘ ie aa . yearly to read the Boston Daily cee 
‘ $600,000— iter TRAVELER) | vening’ i Boston ' 7 and Sunday Post would amount ae 
: eer GLOBE: t ‘ETT? oa iQ ston to nearly another million and a 
' UL ti Ornin j \ Os oT half dollars—a grand total of 
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mua wl $757,985 No High-Pressure Methods— 


: au No Sell ’em or Eat ’em Tricks— 
™m Witt tt TIT a No Predate Editions— 
$300,000— UGE mEELIL it Sea No Premiums of any kind have 


1 a ever been used to blow up the 
TTT circulation of The Boston Post. 
* ame if tse ome merill MU Just a good, dependable, believe- 
d $200,000— RRL able Family Newspaper which 
e nen NUN RL | ) nearly everybody likes to read. 
T Woon ena SPECIAL REPRESENTATIVES: 
as USSR RAE! | t \ an KELLY-SMITH COMPANY 
& $100,000— roa | " New York, Chicago, Philadelphia, Boston, 
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concerned are Carnation Company,|the heavy newspaper lineage by jection into milk far exceeded that 
Pet Milk Company, Borden Company, | dairies. used for any other product. In spite 
Nestles Milk Products, Ine., and It not only licensed the marketers, i 


of the extra cent a quart which is 


; Indiana Condensed Milk Company. but provided them with dramatic ad-| charged for the product in some , 
” 10 TELL STORY | There are three methods of intro- Vertising copy, which the holder of | cities, dairies report that demand is 10 BF BANNED ay 
pul ducing vitamin D to milk. That the franchise had but to sign. The! steadily moving up the scale. 4 


es which seems to be favored by most association also provided licensees ee 
vo of the producers is ultra-violet jr. With booklets giving “The Story of | 
vie fina oy ‘radiated Vitamin D Milk.” United . 
radiation. Another is to feed cows | "radiated Vitamin BD | _ “nited’ Crowther Writes Book t 
reas fetes ¢ which has undergone special States Advertising Corporation, Chi- 
sects | | yeas , . as org > speciz 


. cago, prepared this material. on Public Relations 
Chicago, May 31.—The already The arrival of vitamin D was par- | A brief new book, “Public Opinion, 


eer aaa © . i j : : 
large volume of advertising of |e milk vitamin D extracted from ticularly timely in the milk field,| Private Business and Public Rela- NRA Ruling Permits Their o 
vitamin D onli will be further aug- other sources. drowning out the noise of battle be-| tions,” by Samuel Crowther, has just 2 


treatment, and a third is to mix with 


Poon "eo ¢ airiec ac , is i ai F i ish- H i ve 
mented in June when five leading Heavy Lineage Developed tween farmers San Geiries, - ar ditaanatinn "ow Fark ee Use in All Fields x% 
producers of evaporated milk join the a ; jas the comment, at times unfavorable, | ~ PADD as 
ee ani RE es The Wisconsin Alumni Research | of the Agricultural Adjustment Ad-| fF <9 cents. — ; : eines a 
parade. These companies have been) eat ae aelenie Be oleae, The necessity for business to be- ; ; : (a 
licensed by the Wisconsin Alumni | 4S80¢clation, which controls pate ministration. = — come articulate and to keep the pub- Washington, D. C., May 29.—Na os 
Research Association, according to an | 0M the first method, developed by Dr. Though vitamin D has been adver-|}i¢ informed of its problems and its | tional Recovery Administrator Hug) 
announcement by Erwin, Wasey & Co. | Steenbock, of the University of Wis: tised as an adjunct of yeast and | efforts is constantly growing greater, |S. Johnson has announced determing. 
The evaporated milk companies | consin, was largely responsible for bread, the lineage devoted to its in-| Mr. Crowther declares. tion of a policy for regulation of the 
= —— ; a _|use of premiums which will be ap 
= = plicable to all codes hereafter ap 
proved and which will govern modi. 
fication of inconsistent provisions jp 
codes already approved if such mogi. Ms 
fication is sought by the affected jp. ; 
Bank clearings consistently well ahead of last year. dustry or is deemed necessary to cor. 
* rect hardships or abuses. e 
P “The premium problem has prove 
Income from burley tobacco increased 50% over 6 tendiiaine an tes. Saal Pe 
last year. clared. “There is irreconcilable cop. 
e , flict between the desires of certaip 
L. G& N. Railroad shows net earnings of $1,796,- members of non-premium industries ita: 
716 in 1933 as compared with a net loss of on the one hand and members of m 
$2,108,875 the year before. industry engaged in the manufacture 
* and distribution of premiums on the 
Building activities show strong upward trend for other hand. This matter has beg 


co R thoroughly canvassed by NRA ané ye 

: K E N ' | U C K ] A N A first time since 1928. all advisors have participated in the Fim 
s formulation of the final policy hereip a 

Tobacco manufacturing plants showing greatest announced. Ja 


gains in history. “The manufacturers of novelty 


The Greater Louisville market, one of the 


. . . Pa — , an goods which are extensively used in 
richest in the Middle West, includes prac henald Hestnias wo 08% t0 108%. ccieeddaien Seades tala oi as SR 
tically all of Kentucky and a large portion of a able industry and employed a con- 


City concern awarded $413 760 contract on New siderable number of persons. In aé- 

Southern Indiana. ; : dition, other products of industry not 
York Postoffice : 

. e essentially related to the manufac. 


—— P ture of premiums are purchased for 
Louisville coast-to-coast trucking company dou- 


. premium use. 
bled tonnage during past year. “In view of the extent of the in 


dustry, the widespread use of pre 
miums and the fact that premiums at 
times lend a desirable flexibility to 
rigid prices, it appears that there 
should not be a general prohibition 
against their use. On the other hand, 
certain uses of premiums may lead 
to increased cost of selling, decep 
tion of buyers, and other abuses | 
which justify a careful regulation of 
their employment. 


} “The following policies should 
KENT U/ , govern premium clauses in codes: 


Policies Which Govern 


“1. There should be no general 
provisions prohibiting the use of 
premiums. 

se “2. Certain uses of premiums 
would constitute methods of evading 
trade practice provisions; for e® 
ample, provisions against selling be 
low cost and open price provisions. 


The proper way to prevent such eva 
sion of any trade practice provision 
US is careful drafting of the provision 


in question. For example, in a pre 
vision prohibiting selling below cost, 
it should be provided that all pre 
miums should be ineluded in the 
computation of cost. Similarly, i 


2. 


" Siddaiets and Southern Indiana by the facts above. The business increases ee ee 
form one of the richest and most that have been shown in this territory tions of sale, including premiums 
stable markets in the Middle West. This attest the responsiveness of the market, ms. Although there should Mail 
section, which consists of thriving indus- and advertisers have found that the sale Sy pends. tae gor are a 
trial centers scattered throughout one of of their products in this section can be the following ways may be pe 
85 a most economically and effectively accom- WTI cs iat semsinetiaaiie 
the most productive agricultural regions plished by concentrating their messages ites taneben ectiaieee Se 
in the country, has reacted phenomenally in the one medium which reaches into ge Ps 


, ° . M . “The use of premiums in wal 
to the Recovery Programme, as indicated every corner of this vast, rich territory— which involve lottery in any form 

w . The term ‘lottery’ should be sear 
strued to include, but without Jim! 


| tation, any plan or arrangemen 
i whereby the premiums offered differ 


substantially in value from customer 


; : : Sd Cw to customer of the same class, ex 
| Pa | cept as a result of differences 2 
j Cw quantities purchased. 


7 : ; says 
“The use of premiums 10 bea 
; which involve misrepresentation, ” 
: fraud, or deception in any form, ! 


_ cluding, but without limitation, hae 
7 use of the word ‘free,’ ‘gift,’ ‘gratul 
$ or language of similar import in ¢0” 


-_ 


RD AE 


nection with the giving of premiums C 

for the purpose or with the me ie 

z , : misleading or deceiving customer ba: 
Major Market Newspapers, Inc. Audit Bureau of Circulations “The giving of premiums to any Se 
castomers when such premiums are 3 

REPRESENTED NATIONALLY BY THE BRANHAM COMPANY not offered to all customers of * 3am 

same class im the trade area.” pes 
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Trade Fights 
Standardized 
Whisky Bottle 


Washington, D. C., May 31.—Dr. 
J. M. Doran, of the Federal Alcohol 
Control Administration, is giving 
serious consideration to a standard- 
ization program for all bottles con- 
taining alcoholic liquors. Several 
conferences have been held to which 
press representatives have been in- 
vited. These were staged to demon- 
strate that with the many and varied 
types of bottles now being sold and 
advertised it is difficult to ascertain 
the exact amount of the contents. 

Distillers and rectifiers voiced ob- 
jections to any change. Chief among 


SS — — —_—— —— 


that the advertised shape of a bottle, 
made popular over a long term of 
years, would be destroyed through 
enforced standardization. 

As testimony was taken by Chair- 
man Choate, there was less objec- 
tion to the standardization sugges- 
tion for bottles from distillers than 
from rectifiers, who declared that 
people often buy a certain brand of 
liquor as much for the shape and 
style of the bottle as for any other 
reason. 

The names and styles of famous 
brands were frequently mentioned, 
as were shapes that have become 
well known for fancy liqueurs and 
cordials—the Greek urn types of 
bottles and the little jugs of Chinese 
wine. 

Chairman more 


Choate appeared 


lthese was the often repeated fear |concerned over apparent deception | 


in sizes of bottles and their appear- 
ance relative to contents. The deal- 
ers replied that when the labels on 
the bottles indicate the exact con- 
tents, the public is amply protected. 
No immediate decision is expected. 


Boston Club Plans 
Boat Trip to N. Y. 


The On-to-New York committee of 
the Advertising Club of Boston has 
reserved all of the outside rooms on 
Decks A and B and all the de luxe 
suites on the S. S. New York for the 
cruise to the convention of the Adver- 
tising Federation of America in New 
York, June 17-20. 

As in the past, plenty of entertain- 
ment will enliven the trip for the 
sailors, and fire boats and an airplane 
escort will give the departing admen 
a rousing sendoff in Boston Harbor. 


| 
| 


A Couple of Errors 


New York, May 31. — Al 
Hirsch, 19 West 34th street, 
made only two errors when he 
started out to be a big busi- 
ness man, the first an attempt 
to sell spurious Houbigant per- 
fumes to Mock & Bium, at- 
torneys for Houbigant, and the 
second, to sell L. G. Bernstein, 
attorney for Coty. 

Result: conviction in the 
New York court of Special Ses- 
sions on the charge of violat- 
ing trade mark rights of Houbi- 
gant, Inc. The crime carries a 
penalty of one year in jail, 
$500 fine, or both. Sentence 
will be pronounced tomorrow. 
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@ Trust the younger housewife to know the 


latest tricks of smart grooming. Like the glam- 


orous celebrities 


she sees pictured in society 


columns and current advertising, her array of 


nail polishes has as many hues as a sunset. 


Twenty-five years, the average age of Tower 


readers, is admittedly the age of New Buyers. 
Tower Magazines—Mystery, New Movie, Tower 


Radio, Home, Serenade . . . with their new live- 


lier tempo interpreted by the greatest writers in 


America... are the media of New Buyers. Manu- 


facturers who know the importance of reaching 


younger housewives direct through a cash cir- 


culation of 1,300,000 . . . concentrated in the 
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1269 markets where 75% of all retail buying is 


done today ... have given Tower Magazines the 


biggest June and July in five years. 


Sully Closes with a 
39.7% Gain in Linage 


Total linage gain for July is 39.7% with revenue 36% 
ahead. Both Cosmetic and Food Classifications made 
interesting gains. Among the important food adver- 
tisers reaching younger housewives .. . New Buyers 
--. thru Tower in July are Jell-O (four colors), 
Fleischmann’s, Borden’s Eagle Brand, Gerber’s 
Strained Foods for Baby and Clapp’s Baby Foods. 
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MORE PROMOTION 
FOR CIGARETTES 
IF TAX IS CU 


Washington, D. C., May 31.—Ox, 
of the chief reasons for the suddey 
decision of the House ways apy 
means committee to report out a pjj 
which would bring about a 4) pe 
cent cut in tobacco, was the promigs. 
made by representatives of the gg 
called Big Four cigarette manufa 
turers that they would inaugurate , 
giant national advertising Cam paig 
to increase consumption and volun: 
ADVERTISING AGE has learned. A¢ 


surances were given that throug) 
these gains revenue loss t 
Treasury would actually be yer 
little. 


The House ways and means cop 
mittee by a 17 to 2 vote approved 
the measure, declaring that the put 
lic would get a 15-cent package | 
cigarettes for ten cents and the pric 
of ten-cent cigarettes would he » 
ducd to two packs for 15 cents 
under the Vinson bill. 

Under the provisions, as reported 
the cigarette tax would be reduce) 
from $3 to $1.80 per thousand and 
the tax levy on other tobacco for 
smoking and chewing and for snuff 
would be reduced 40 per cent. 


Carried Much Weight 


This bill was the subject of pro. 
tracted hearings. It was stated by 
manufacturers at these hearings 
and in promises to members of th 
committee that such a_ reduction 
would aid both tobacco growers and 
consumers. The promise of! in- 
creased national advertising to stimu 
late consumption had great weight 
with the committee, its members in- 
dicated to ADVERTISING AGE. 

While Secretary Morgenthau oi 
the Treasury has opposed the reduc 
tion, Acting Secretary of Agricul: 
ture R. G. Tugwell indicated that the 
“matter is being given further 
study.” 

As far as is known, the President 
has not indicated his views, prefer- 
ring to concentrate his attention on 
certain definite social and economic 
legislation. He is pressing for ad: 
journment by June 9. 


Exhibit Moved 
Despite Strike 
At Minneapolis 


Minneapolis, Minn., May 3#1.- 
Henry Hoke, of the Direct Mail Aé 
vertising Association, will go dow) 
in the history of the Advertising Clu) 
of Minneapolis as the man who per 
formed a miracle during the general 
truck strike of 1934. : 

Mr. Hoke, who was in charge © 
the direct mail exhibit before the 
local club, got his show installed be 
fore the strike was declared. Afte! 
the exhibit was over, he was Col 
fronted with the necessity of show!ls 
it elsewhere. Just how he did it 
not known, but Mr. Hoke’s travelillé 
show was taken to the depot “in te 
only truck that traversed the streels 
except for ice, milk and garbage,” & 
cording to Donald J. Kelly, club s& 
retary. 

Wayne C. Kilbourne has bee” 
elected president of the Advertisit® 
Club of Minneapolis. He was Wi! 
out opposition in the balloting. E: /: 
Willette is first vice-president; John 
A. Grill, second vice-president 4 
Mr. Kelly, treasurer, as well as s& 
retary. 

New directors include Ralph ss 
Cornelison, Richard C. Budlong. © 
mund M. Kopietz and Ward H. 0!" 
sted. 


Brewer Names Wohl 


Advertising of the Marx Brew!® 
Company, Wyandotte, Mich. wh! 
is planning to spend from $75,000 " 
$100,000 in advertising in the Mich 
gan area for its Pilsener type Lane 
has been placed witn Bernard barns 
& Co., Fox Theater Bldg., Dette. 
Newspapers, outdoor, radio, et¢., ¥” 
be used. 
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® Ask $30,000 for Code Second Class The following official table gives | “News” Advances Schwarz 
f El the new rates and the reduction pos- : : 
n @] r m a i n or ectrotypers stilt, Sonailiis Akin /daiidiie After a year in charge of merchan- 
The code authority for the electro- Postal Rates Hs ial dising service for the publication, 
typing and stereotyping industry has New Fresent | Orville E. Schwarz has been named 
S asked NRA for approval of a $30,000 To Be Reduced rate rate | assistant national advertising mana- 
or ver isers budget for the calendar year 1934. cents cents| ser of Los Angeles Daily Illustrated 
The basis of contribution is set at First and second zones 1% 2 |News. Before joining the daily, Mr. 
no ge toe of at ae tee theme pay-| Washington, D. C., May 31. -Post- | Third Msc acesvaces 2 3 fms ate wes Ser —— seen with 
The following documents may be se tool ait Rigen Poa charge Per | master General James A. Farley has| Fourth zone .......... 3 5 or te -y ciel fae cg? 
cured without charge by any national — |signed an order reducing advertising | Fifth zone ............ 4 6 | scone — a Ses mer 
advertiser or advertising agency from or |mailing rates on second class post: | Sixth ena tee. Serre, Se 5 7 | — 
the companies sponsoring them, o1 . ° |age matter to those in effect prior to|Seyenth zone ......... 6 9 | ie 
One through ADVERTISING AGE. River Lines Have Agent |the passage of the Revenue Act of | : , H ll D d 
dder The River Lines, operating pas-| 1939. | For the eighth zone and between owell to odge Se 
and — - : senger and freight steamers between | The new rates will become effec- the Philippine Islands and any por- Walter R. Howell, known for his \Sgueame: 
i bi » res pt ange _ San Francisco, Sacramento and Stock-|tive July 1. 1934. Thev represent a|Uion of the United States, including | work in developing and applying the : 
“ Spokane Country and the Pacific | Cal have ; panes vorth-| ve July 1, lve. ley represent a ~ oe : pesboeter nae : ee ee = ae at 
per on, al., have appointed Gerth diaah tr half cent for | the District of Columbia and the sev- | V§ ational plan of advertising and i 
. thwest. Knollin Advertising Agency, San) Foaue a of anges govt os d om — eral Territories and aa % } |selling motor trucks, has joined the 
— , comprehensive and complete| Francisco, to handle an enlarged | the first and second zones to three va i 7 ries and possessions the ladvertising and merchandising de- 
0 market data book on the Spokane newspaper, radio, sectional magazine | cents for the seventh and eighth | new rate is 7 cents, compared to the partment of Dodge Brothers Corpora- 
lac “a Pacific northwest market, pub- and direct mail campaign. zones. old one of 10 cents. tion, Detroit. 
ste and P% s : 
nair tshied By Chm Gpmmemre FRU Cee h incc nimineeiecnemicnean 
Dalg , a sae SSS — : 
ume Replete with maps and charts, 
As and tab-indexed for quick reference. 
~~ No, 595. The Mother Market. 
ver A brochure by Parents’ Magazine 
which contrasts the value to the ad- 
con yertiser of the family with growing 
ove children and childless women. 
b ; No. 566. Relative Influence of Men 
pri and Wemen in the Purchase of 12 
al Commodities. 
ents It has long been contended that : 
regardless of the sex of the person 3 
rted actually making a purchase, family 
luce puying is influenced by two or more 
and members. In this survey, Redbook 
» for shows the relative importance of | * 
snuf men and women in the purchase of| © 
many specific products, such as can-| ~ 
ned goods, cereals, coffee, desserts, 
soap, automobiles, electrical devices, 3 
ve refrigerators, rugs, radios, ete. 
( )\ 
rings No. 579. Chicago The Great 2 
f the Central Market. 
ction A broadside giving industrial, pop- 
> and ulation and other statistics about 
| & Chicago in concise form. Includes 
ume a large map of the city, and salient 
eight points about 21 districts, as well as 
rs i data on the various types of service 
rendered by General Outdoor Adver- 
u ol tising Company, by whom the ma- 
edu terial is issued. 
ricul: 
it the No. 584. Baking Industry Facts and 
irther Figures. 
A carefully selected and coordi- 
ident nated collection of statistics on the 
reter- baking industry, presenting much 
mn on valuable material on its size, distri- 
1omilc bution, buying habits, etc. Published 
ir ad: by Bakers’ Helper. 
No. 558. Fawcett’s Broadcaster. 
A very attractive and interesting 
tabloid news bulletin issued regu- 
larly by Fawcett Publications, Inc., 
e giving a highly pictorial presenta- 
‘ tion of the editorial, circulation and 
lis promotional activities of the Fawcett 
Women’s Group. Also contains much 
die marketing and statistical informa- 
1 Ad tion. 
See ower AUTOMOBILE TRADE JOURNAL has pioneered the 
Bit cations, : : : : 
er: " . 
a PR een Ce following important services to the automotive trade: 
hyve feet long containing the results of 
r 103 investigations by various organ-|— & 7 
ye Ol : Om 
NEE ssn sean ase eee ae The most widely used FLAT RATE MANUAL. 
d be- oa n magazine preferences. Pub- Over 250,000 copies. 
aa ‘ished by Time, Inc 
After ’ . 
—_ . Interchangeable Parts Handbook. 
ae No. 581. Half the World’s Fair At- 
it is fudance Was From Small Towns. Serial Number Lists. Trade List. 
-eling Interesting analyses of the home ’ ’ ; 
nthe fj BS of visitors to the world’s fair Complete Direct Mail Service. 
rreets in Chicago, which Household Maga- 
vac fp Ste uses to show that “even at the Brake Manual. Over 50,000 Copies. 
» set: ‘eight of the depression, the small 
ee ae ee ee ae Directory of Trade and Manufacturers. 
peen viaces and do things.” 
fising ane ° 
ioe en eee ee Consulting Service for Dealers and Maintenance Men. 
EJ. ‘ew Information About St. Louis. 
Jon A Compact folder, suitable for These FACTS—Plus the editorial Are important reasons why AUTO- 
and “Tmhanent filing, replete with maps, : 
5 sec Metis anki iaamadien’ an aon: Lame excellence of AUTOMOBILE MOBILE TRADE JOURNAL main- 
: — Also contains complete cir- TRADE JOURNAL— tains its leadership, and— 
h : p _— ‘on and advertising statistics on 
, “St. Louis Post-Dispatch, by whom . . : ee 
olm- : published. Which now has over 60,000 paid ALWAYS carries the advertising 
he, Si hii in advance subscribers, and no of more automotive manufac- 
“0. 04 ouse-Trap Manufacturer iM} , } 
f Mages Dae arrears— turers than any similar publication. 
“on Pec ‘nteresting and entertaining 
ye wy... ith @ moral—of a gentleman IL A D E 
Jichi- “#0 “constructed a broad, paved and ! 
beer. “elllighted highway to his door,” 
Wolll gate simple explanation of how A CHILTON PUBLICATION 
strolt. ““ cid it. Published by American M4 > 
Vt TE Meticns & Semmee Geeeee Chestnut & 56th Streets, Philadelphia, Pa. 
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Toy De Sotos 
Help Salesmen 
Make 


Detroit, Mich., May 31. 


prospects In a 


prospects. 


vided by J. 


the De 


prospect 
H. C. Jamerson = your 


a demonstration. 


The most important step in auto- | 
mobile selling, according to the com- 


Contacts 


Rubber 
miniatures of the Airflow De Soto 
will be given to 150,000 hand-picked 
six-week campaign 
which will give every De Soto sales- 
man in the country an opportunity to 

establish friendly 

relations with 150 


pany, is “getting your foot in the 
door.” The new campaign brings 
the salesman and the prospect face 
to face and gives the De Soto a 
chance to sell itself. 

H. C. Jamerson, De Soto advertis- 


base a national campaign on the use 
of models followed tests which 
showed keen public interest in the 
rubber cars. 

“Toy manufacturers have gone 
streamline along with the rest of 
the world,” commented Mr. Jamer- 
son. “They were quick to sense the 
appeal of the new design and copy 


Two. pieces of | 
direct mail pro- 
Stirl- 
ing Getchell, Inc., 
Soto 
agency, will pave 
the way for the 
salesman to call 
with his gift. The 
first will tell the 
“Here's 
opportunity 
to share an unusual adventure.” The 
second will be an “Invitation to a 
thrilling new experience.” A few 
days later the salesman calls, pre- 
sents the toy De Soto and invites 
the prospect to accompany him on 


it for the juvenile motoring public. 


large enough to hold a child five or 


the little cars.’ 


Cheaper Liquors O. K., 


paper campaign in its territory built 


right.” 


N 


fu 


Al 


ing manager, said the decision to | 


| “The toy Airflows range in size 
| from the little rubber models to cars 


six years old. Toy manufacturers 
report they are selling thousands of 


Diamond Copy Contends 


Agenc) 


Baker Products 
Will Distribute 


| Orange Sauterne 
| os 


Baker, Jr., has been made head of 
the Baker Products Company, which 
will produce an orange sauterne 


| New York, May 29.—Franklin 
\under the patented Alexander pro- 


original vitamins of the fresh fruit 
are retained. 

ia Southern laboratory and winery at 
.| Orlando, Fla. 


| D’Or, is being distributed throughout 
| the country by a separate unit. 


well and Ralph C. Coburn. 


around the slogan, “Treat the new | - 
drinks right and they'll treat you) S.O.S. Appoints 


| Western advertising of S.0.S. Com- 


The idea is to convince a public | pany, Chicago, maker of §8.O.5. 
suffering under high liquor prices| cleaner for aluminum and kitchen- 
| that the cheaper products of distillers | ware, has been placed with the San 
will taste just as good if Diamond 
mixers are used. 


Inc. 


umber two of a Series of 

ll color illustrations for the 

uminum Company of America 
by Joseph W, Jicha, 


Fuller & Smith & Ross, Ix. 


FAWN ART STUDIOS INC. 


Chet Cw York (Datroit 


cess, by which positive citrus fer- 
mentation control is obtained and 


Baker Products Company operates 


Its product, Chevron 


| Mr. Baker, former president of the 
| Franklin Baker Company, is a di- 
|rector of General Foods Corporation. 
| Elbridge Adams heads the distribut- 
| ing unit, the Baker Wines & Spirits 
| Corporation, whose directors are Mr. 
Diamond Bottling Corporation, | Baker, Mr. Adams, Charles A. Black- 
Waterbury, Conn., has begun a news- | 


Francisco office of MeCann-Erickson, 


WAGE- EARNERS’ 
PREFERENCES IN 
BRANDS STUDIED 


Interesting Data Uncovered 
by Macfadden Survey 


New York, May 31.—Especial im- 
portance is attached to the survey 
of wage-earners’ buying preferences 
now being made by the Macfadden 
Women’s Group because of the care 
being taken to obtain a true cross- 
section of the portion of this market 
which comprises “newsstand  sub- 
scribers” to magazines of the type of 
the Macfadden women's _publica- 
tions. 

Investigators employed by William 
C. Keenan Company, the research 
organization in charge, have been 
stationed at newsstands to write 
down the names of purchasers of the 
magazines. Trained investigators 
then call upon these persons In their 
homes for lengthy interviews. 

A certain number of names have 
been obtained from  newsdealers, 
this reading group being typical of 
regular readers. Care has been taken 
to avoid readers who write to the 
editor showing interest in specific 
editorial matter and other readers 
who cannot be classed as_ repre- 
sentative. 

The plan of the study puts em- 
phasis on changes in trends, light 
on this subject being obtained by re- 
porting brand buying habits under 
the two classifications of regular and 
occasional use. Tabulations  indi- 
cate potential growth of new brands. 


Ford in the Lead 


The survey embraces the study of 
3,000 consumers in 20 representative 
cities and communities. Results from 
the first 1,000 interviews to be com- 
pleted suggest that some leading na- 
tional advertisers would do well to 
observe the progress of competition 
in this mass field. 

Ford has nosed out Chevrolet to 
the tune of 26 per cent to 24 per 
cent, respectively, 69 per cent being 
bought as new cars and 72 per cent 
being purchased the past three years. 

Majestic radio is creeping up on 
Philco with 14 per cent ownership 
to 19 per cent. R. C. A. Victor ties 
with Atwater Kent for third place, 
both scoring 7.5 per cent. Radios 
are owned by 88 per cent; 66 per 
cent were bought since 1930 and 65 
per cent are the large cabinet type. 

The success of the electric re- 
frigerator industry in making sales 
during abnormal times is demon- 
strated by the fact that 74 per cent 
of the homes having this conveni 
ence bought their refrigerators dur- 
ing the past three years. 

General Electric, Frigidaire and 
Kelvinator tie for first place, each 
being found in one out of five re- 
frigerator-owning homes. Norge, in 
fourth place, has only one-third the 
sale in this market of any one of the 
other brands. 

Dutch Cleanser continues a cham- 
pion, registering 50 per cent use to 
Lighthouse’s 20, Sunbrite’s 17, Bab- 
O’s 15 and Bon Ami's 13.° All other 
brands in this classification were 
found in less than ten per cent of 
the homes. Babbitt’s Cleanser, found 
in eight per cent, was definitely sec- 
end choice to its off-spring Bab-O. 

Lux takes first place among the 
ready-to-suds soaps, having 24 per 
cent use. Rinso is second with 23 
per cent, Chipso is a nose behind 
with 22.6, while Super Suds scores 
12.8 and Oxydol 10.9. Ivory and 
Oxydol, however, are nip and tuck, 
the tormer having 10.7. 


Lux in the Lead 


Lux is the preferred toilet soap, 
38.6 per cent; Lifebuoy is second, 
32; and Ivory, Camay and Palmolive 
split the field about three ways with 
ratings of 27.8, 27.7 and 28, respec- 
tively. 

Pepsodent holds the aces in the 
battle of dentifrices, 30 per cent pre- 


ferring it. Colgate is second with 24 


HICKOK DISPLAY 


New display container for Hickok 

tie clasps, molded of Bakelite. The 

individual containers, also of Bake. 

lite, can be used as ash or pin 
trays. 


per cent, Ipana third with 16.6. Dr 
Lyon’s (tooth powder) 10.7 per cent 
has a shade the best of it in the 
tussle with Dr. West and Listerine 
which latter two score ten per cent 

The breakdown by regular and oe. 
casional use is especially illuminat 
ing in the application to the many 
food product divisions embraced ip 
the survey. 

The canned soup picture shows 
Campbell's being used regularly in 
44.2 per cent of the homes and oc. 
casionally in 5.4 per cent. Heinz 
shows up regularly in seven per cent 
and occasionally in 9.1 per cent 
Hormel’s shows 2.2 per cent regular 
use and five per cent occasional use 

Since the history of brand favor 
shows first occasional use, then 
regular use and finally no use at all, 
it might be adduced from these fig- 
ures that while Campbell's is an old- 
established favorite, Heinz and Hor- 
mel’s are decidedly on the upswing. 

Reports on the second thousand 
interviews will be released within a 
couple of weeks and the third thou- 
sand figures will be available by 
July 1. 


Florists Plan 
Free Flowers 


For Shut - Ins 


Detroit, Mich., May 31.—Florists of 
the country will combine business 
with pleasure in observing the sec 
ond annual Flower Shut-In Day June 
10. The pleasure is in providing free 
flowers for invalids and other shut 
ins not in institutions. The business 
will take the form of publicizing the 
event so that the industry will reap 
good-will from their efforts. 

The Florists’ Telegraph Delivery 
Association is sponsor of the event 
and its agency, Brooke, Smith & 
French, Inc., contributed severa! 
members to the association’s staff t 
aid in handling the thousands 
details. 

Last year, huge bouquets were de 
livered to 150,000 homes. This yea! 
the goal is 250,000 homes in 2.2! 
cities and towns. Local committees 
have been formed in most of these 

Mary Pickford, Walter Winchel! 
Julia Sanderson and Frank Crumml 
have given publicity to the day ove! 
the radio and in other mediums al’ 
100,000 names and addresses of Pre* 
pective beneficiaries of Nationa 
Flower Shut-in Day have been 
ceived as a result. Distribution 
these names to the proper florists | 
a huge task which the association ! 
undertaking cheerfully. 


Conklin a Vice-President 

Inaugurating a program of exPa! 
sion and sales development, Po0!® 
Publishing Company, publisher 
financial services, has announced the 
appointment of DeWitt N. Conkhi 
as vice - president. Albert Sige 
Guenther Law, Ine., New Yel 
handles the account, which will & 
newspapers. 
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HOW FURNITURE 
MAKERS TEMPT 
1934 DOLLARS 


Chicago, May 31.— Convenience 
will be one of the outstanding fea- 
tures of 1934 furniture to be ex- 
pressed at the World’s Fair Mar- 
ket at the American Furniture Mart 
June 25 to July 14, according to ad- 
yan< information provided by ex- 
hibitors. 

Extra drawers bob up in unex- 
pected places; radio sets are built 
int almost anything, including 
peds: odd compartments are fitted 
out with beverage 
being wasted. Cases will make life 
simpler for the housewife, being 
puilt right down to the floor to jus- 
tify the dust-proof claim. 

A Chinese renaissance seems to 
be coming in accessories. Many 
colored Chinese jars and vases are 
being used in modern rooms that 
boast solid color floor coverings, 
draperies and upholstery fabrics. 

Mickey Mouse has become the 
leading juvenile furniture style, 
manufacturers report. Mickey will 
hold the place of honor in many chil- 
dren's rooms to be displayed at the 
mart 


Lamps Take Many Shapes 


One new bed to be displayed 
makes it possible to air the top part 
of the mattress without disturbing 
the bottom part, which is much the 
heavier of the two, 

Latest stoves to be shown have 
burners that light when the gas is 
turned on, without need of matches. 
To prevent the children from reach- 
ing early graves, the valves have 
been provided with safety locks. 

Lamps will provide light, but this 
only feature which will 
identify them in many instances. 
Some of the lamps to be displayed 
look like anything but what they 
are. Indirect lighting is more popu- 
jar than ever before. 

The repeal era has_ spurred 
the ingenuity of furniture manu- 
facturers. There will be cocktail 
tables of every possible type, a free- 
wheeling beer cart, beverage com- 
partments for occasional tables, buf- 
lets and other pieces. 

Card tables are moving up from 
“i to 29 inches off the floor to pro- 


vide mort comfort and greater visi- 
bility 


G. KE. Fan esiere 
In Co-op Drive 


_New York, May 31.—Distributors 
fandling General Electric fans in 
the New York city territory have 
tecided to pool their advertising 
“uring hot spells this year, under 
the direction of Lloyd H. Hall Com- 
valy, rather than promoting sales 
separately, 


ct listributors plan to use the 
feading 


Is the 


ee metropolitan newspapers 
Uuring hot spells or early in the 
‘eek jinmediately following exces- 
Sively 


hot and uncomfortable week- 
ee insertions will run about 300 
nes. Copy will be placed with 
ers subject to telephonic re- 


decision to pool advertising 
7 was influenced by the fact 
ms ai. of the participants are pro- 
‘he same products and have 
gain by cooperating in in- 
hot spell coverage of the 
| suburbs than by individual 
*eTuUsing, 
a : ed in the local advertising 
Pe ls the new silent electric fan, 
“ecuced with a new motor said to 
a (iiet as can be built and wind- 
‘tream d fan blades, and the unit 
“ch was a sell-out last summer 
‘t introduced the revolutionary 
‘hic of a stationary armature 
‘ides fixed to the rotating 
“Or shell. 


Agency in New Home 
Best 
youlatchalk and Pratt, Inc. New 


a ave moved to new and larger 


sets, no space | 


Formay Becomes 
Agent of Cupid 
On West Coast 


Two More Members 
on Newspaper Board 


An order increasing the size of the 
Newspaper Industrial Board from 
eight to ten members was issued by 
General Johnson this week. 

The increase will permit represen- 
tation on the board of editorial em- : 
ployes of daily papers. The order is| Los Angeles, Cal., May 29.—June 
effective July 1. Jonathan Eddy, sec-|brides of California, Oregon and 
retary of the American Newspaper | Washington are to be given a grand 
Guild, is said to be slated for one of | start, according to a plan just an- 
the new posts. 


Lines Leaves Walker 
Fred W. Lines, who has been con-| Formay sales on the Pacific coast. 
nected with Walker & Co., Detroit,| On June 1 
outdoor advertising, for ten years, 
the past five of which he has been 


manager of the Los Angeles refinery 


|Cupid will find an assistant at all 


general sales manager has an- | Pacific coast marriage license bu- 
nounced his resignation, effective |Teaus in the person of a representa- 
July 1. | tive of Swift & Co., who will pre- 


nounced by V. M. Ekdahl, general |together with the recipe booklet. 


| 
| 


lof Swift & Co., who is in charge of | 400 and 500 couples sign up for mar- 


, according to the plan, | three states. 


| 


| 


sent every bride-to-be with a can of | tributed something toward making 
Formay, the company’s shortening bre better and happier for the new- 
product, as a wedding gift, together | lyweds.” 

with a book of recipes so that the| The Los Angeles office of J. Wal- 
bride can impress her husband with | ter Thompson Company is in charge 


her proficiency as a cook. of the proceedings. 


Leaders Get 3 Pounds | = 


The first couple to obtain thelr! Geaud Re-elected by 


marriage license on June 1 in each | . 
Enamel Institute 


county seat will be given a three- | 
pound can of Formay free and all| Rudolf W. Staud, former advertis- 
others will receive a one-pound can|ing manager and now assistant to 
the president of Benjamin Electric 
Manufacturing Company, Chicago, 
was elected to a third term as presi- 
dent of the Porcelain Enamel Insti- 
tute at the annual meeting in Cleve- 


a Bee - : land. 
If every bride who gets a can| Mir. Staud was also elected chair- 


of Formay June 1 can benefit in *| man of the supplementary code au- 
saving of time and effort,” said Mr.| thority for the porcelain enamel in- 


Ekdahl, “I feel I will have con- | dustry. 


According to statistics, between 


riage on the first of June in these 


The range and frequency of her explorations would put old 
Marco to shame. She’s the world’s greatest traveler — by sta- 
tistical evidence. Wherever roads lead and steamers ply, you'll 


find her today . . . hundreds of thousands of her. 


Yet paradoxically she is the most competent, mest efficient 
home-maker in history—constantly on the alert for improved 
methods, new devices—far too capable to be tied down by 
mere household routine. 


To win the full respect and enthusiasm of this modern 
American housewife, her magazine must be a great deal more 
than a high grade trade-journal of home business 
management. That is the one reason why Woman’s 
Home Companion is gaining so rapidly in popularity 


with the younger element among American women. They like 
its terse, up-to-the-minute treatment of household news, its 
novel Jean Abbey shopping service, its readiness to follow up 
general articles with practical help on individual problems. 

But most of all they like its attitude toward women. Its under- 
standing that they want to do less housework, not more, so that 
they may have time for travel, sports, literature, the arts, all the 
thousand and one new interests that have come into the lives of 
American women in the last two decades. 


As to advertising value—where can the manufacturer find 
a more receptive market than this great body of 
intelligently progressive women . . . broader interests 
. . . wider wants? 


Companion 


‘ces at 535 Fifth Ave. 


THE CROWELL 


PUBLISHING 


COMPANY + NEW YORK 
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ADVERTISING AGE 


June 2, 1934 


pentane i 


of editorials written by 


leading advertising men 


on the general subject 
of advertising, and ap- 
pearing each month in 


Nation's Business. 


New Markets 
are Depression 
Insurance 


LOOKING back on the recent | 


lean years, we find certain man- 
ufacturers did well for them- 
selves. Looking for reasons, 
we find, almost without excep- 
tion, that they uncovered new 
markets, which carried them 
through the dead months in 
their primary fields. 


A fabricator of pressed steel 
products perfected a steel beer 
barrel and kept his plant busy ; 
a manufacturer of industrial 
copper kept his men at work 
on a novelty which retailed for 
a dollar; a paper mill perfected 
a cellulose yarn that found uses 
where paper never would have 
sold. 


When primary markets fail, 
the alert manufacturer looks 
for new markets, something on 
the fringe of his own industry. 
Even when primary markets 
are good, alert businesses can 
grow and expand by going be- 
yond their own limited fields. 


The first step for any manu- 
facturer is to cultivate his pri- 
mary market. This he can do 
through trade journals, direct 
mail and his sales staff. In this 
stage, his advertising may well 
be planned to produce tangible 
returns. But there comes a 
time when he finds it advan- 
tageous to look beyond the mere 
getting of inquiries, beyond 
immediate orders, to a national 
standing. He needs to look be- 
yond his immediate and _ pri- 


mary markets to those un- | 


known and often unsuspected 
markets which have future pos- 
sibilities for him. 


Then he needs national ad- 
vertising that reaches all in- 
dustry. He needs to adopt the 
broader publicity policies that 
are used by the large, success- 
ful institutions of the country. 


Many firms remain little and 
local because they lack the 
courage or the understanding 
to invest in advertising that is 
not planned for immediate 
sales. 

BENNETT CHAPPLE, 
Vice President 
The American Rolling Mill Co. 


* THIS is one of a “= WILSON WHISKY. 


OF THAT'S ALL’ 
FAME, IS BACK 


Advertisements Basis 
for New Copy 


‘Old 


New York, May 31.—Reproduction 
of material used to advertise Wilson 
|“That’s All” whisky in the days be- 
|fore prohibition is the basis of a 
jnew campaign by Wilson-El-Bart 
Corporation, which is announcing its 
| reappearance in newspapers. 
| Said to be the owner of one of the | 
best-known, best-advertised brands 
before the drought, the company, | 
“revived by its former principals, 
| plans to extend its advertising as | 
| rapidly as distributing channels are | 
|} re-opened returning to its pre-pro- 
hibition status of a leading national 
| advertiser in the spirits field. 

Outdoor advertising will play a 
part in the program, as it did of 
yore. A photographic record shows 
the company used many types of 
painted and illuminated signs featur- 
ing the “that’s all” slogan, combined 
with the name “Wilson” and noth- 
ing else to give a clue as to the type 
of product. One of the spectaculars | 
of the two pre-prohibition decades | 
depicted realistically the making of | 
a Wilson highball with a syphon. | 
This idea was also used in painted | 
signs. 


Insinuates Age 


These signs are being featured in 
the return announcement copy ap- 
pearing in New York and _ several | 
New Jersey and Connecticut cities. | 
Photographs of them recall to old- | 
timers the prominence of the brand | 
up to 14 years ago and indicate to | 
younger people that Wilson’s is not | 
a new, post-repeal product, of which | 
there are many. 

The new copy, which ran _ 950) 
lines in New York newspapers por’ 
some of the larger nearby cities and | 
smaller in the communities less | 
populated, bridges the dry gap in| 
three steps. First is the use of old 
outdoor advertising illustrations. 
Next, a symbol humorously gives | 
the reason why Wilson’s is not still | 
known. 

This speaks of the 1920-1933 period | 
'as an American “Sahara” and points | 
out that Wilson was never “boot- | 
legged.” A camel in a fast walk | 
pictures the period. In a folder to 
the trade, a whole caravan of camels 
stretched downward across the page 
further impresses the thought. The 
final step is the bare’ statement, 
“19384—back again.” 

Wilson whisky, dating back 111 
years, was given the “that’s all” 
slogan in 1902. Benjamin B. Davis, 
president of the company, said that 
when discussing the advertising pol- 
icy then, one executive remarked, 
“If our competitors are tempted to} 
exaggerate, let us understate”’ and | 
|}added, “let us advertise Wilson— 
| that’s all.” 


| | 


Similar Conditions Now 


“That slogan won us hosts of | 
friends, and we are continuing the 
policy it reflects today,” Mr. Davis 
said, pointing out that now, as when 
it was first adopted, competition is 
keen and there is a tendency to over- 
state. 

In this spirit, the re-introductory 
advertising takes into consideration 
competition: 

“Most whisky is good. We admit 
that. There are even many new 
brands, we old-timers never heard 
of, that are good. But after all, why | 
guess? You DO know when they | 
set Wilson before you, that you are 
drinking just about the best blend | 
of straight whiskies put in a bottle.” | 

It continues by recalling news: | 
highlights of the time when Wilson | 
| Was at its peak, such as the feats of | 
| Roosevelt at San Juan Hill and the | 
Wright brothers at Kitty Hawk. 
| Chicago is the next market sched- 
|uled for Wilson newspaper adver- | 


30-YEAR OLD SIGN GOES BACK TO WORK 


co CCH Ie 


Photograph of one of Wilson's pre-prohibition outdoor displays | Chicago 
which is now being used in newspaper ‘copy by the company. 


tising. In the fall, it is expected, | 
the company will be ready to use| 
national magazines. | 

Mortimer Lowell Company is in 
charge of the account. 


R. S. Winchester, 


Winchester Moves | 


Northrup and Tyson 
| Agate Club Winners 


/ The annual golf tournament of t)}je 
Agate Club of Chicago was held May 
25 at Sunset Ridge Country Club. 1 
L. Northrup, of McCall's, won low 
gross and Frank Tyson, Americay 
Legion Monthly, low net, from the 
other 45 members present. 

Foursome winners were as follows; 
N. C. Green, Collier's; R. B. John. 
ston, R. B. Johnston Company; E. 4 
Fox, Tower Magazines; R. C. Hus 
bands, Woman's Home Companion; 
C. S. Ensinger, The New Yorker; Ww. 
Hawxhurst, Harper’s Bazaar; H. 
|Cole, American Magazine; H. kK 
Clark, Frank A. Munsey Company: 
| C. E. Lovejoy, Sales Management; p 
|R. Matson, Collier's; S. M. Mudge 
Photoplay; R. Harkness, Woman's 
Home Companion. 

B. P. Mast, of Mill & Factory, was 
chairman of the tournament. 


Add New Stations 


Greig, Blair & Spight, representa. 
tives of radio stations, have added 
WOW, Omaha; KSO, Des Moines and 
WREN, Kansas City. The company’s 
office has taken larger 
quarters at 520 N. Michigan Aye, 


Copy for Knit Goods 


Knitted Outerwear Industry of 


| formerly with | Philadelphia, comprised of 45 mills 
| the Keeney Publishing Company, Chi-| of that city, has released an educa- 
‘ago, has become circulation manager | tional 
'for Rough Notes, Indianapolis. 


campaign in newspapers. 
| Philip Klein, Inc., is in charge. 


WHAT SIZE 
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pana Robot 


Is Imitation 


Of Radio Star 


New York, May 31.—It took a com 


pination of sculptors, electricians 
and engineers to perfect the first 
rob resembling man not only in 
action but in voice and appearance 
as well 


Called the “Ipanaman,” it is the 
eentral feature of the Ipana exhibit 
at the World’s Fair in Chicago. It 
differs from previous robots, accord 
executives of Bristol-Myers 
mpany, in that its actions are 
synchronized with speech and it re- 
an actual living person in 
facial expression, dress and voice. 

It is a mechanical reproduction of 
Fred Allen, radio and stage star. 
Nearly nine feet tall, it was made by 
the Ivel Corporation. Borrowing the 
comedian’s voice, and the move-| 
ments of his lips, eyes, eyebrows 
and hands, the robot will address 
Fair visitors, telling jokes, giving 


ne to 


loo 
embies 


dental advice and making some not | == 


unfavorable references to Ipana. 


Harvey Transfers 
rector for Station WCAE, Pitts-| ¢ 
burgh, has joined WISN, Milwaukee. | i 


— 4 ‘ie 


Portland Haffa, wife of Fred Allen, 
introduced Lee Bristol, vice-presi- 
dent of Bristol-Myers, to Robot 
Fred Allen just al he was 
shipped off to the Century of 
Progress Exposition 


G riffith’s New Work 


Alva M. Griffith has joined General 
| Marketing 
Ed Harvey, formerly program di | York. 


Counselors, Inc., 


‘ounselor for McGraw-Hill Publish 
ng Company. 


Boston Advertising 


| Boston, 


Students Graduate 


Diplomas were awarded to 47 stu- 
dents at the graduating exercises of 
the Massachusetts Advertising School, 
Monday night. George A. 


| Dunning, of the Boston office of the 


Crowell Publishing Company, was the 
chief speaker. 

Allen H. Wood, Jr., vice-president 
of Wood, Putnam & Wood Company, 
boston agency, will give the course 


|}in national advertising and copy pro- 


| president 


cedure, with Marshall I. 
Badger & Browning. 


Hough, 


Scholts President 
of Los Angeles Club 


William G. Sholts, president of 
Sholts Advertising Service, was elected 
of the Advertising Club 


| of Los Angeles this week. Mr. Sholts’ 


New | 


| Music 


selection was unanimous. Other new 
officers: 

Al Eskridge, Foster & Kleiser, first 
vice-president; Fred Subith, 
vice-president; Fred Meyer, Platt 
Company, secretary-treasurer. 

New directors are J. J. Messler, 
advertising manager, Union Bank; H. 
Lewis Haynes, Haynes Corporation, 
and C. J. Elsasser. 


| 
| Roberts to Booth 


publisher of eight Michigan dailies. 


WSB Atlanta NBC 
WFBR _ Baltimore NBC 
THE PUDDLE ware iisiscron cs 
WBEN _ Buffalo ‘ NBC 
WGAR Cleveland NBC 
WFAA _ Dallas a 
S ; ~ KLZ Denver . CBS 
OME folks claim that it is better to be a big , 
4 S S % ‘ i WJR Detroit NBC 
frog in a little puddle than a little frog in a big 
puddle. Maybe so. We—the stations represented wae Fort Worth eee 
by the Petry Company — have gone along with RTHS Hot Springs NBC 
the idea that it’s important to be the big frog no KPRC___ Houston NBC 
matter what size the puddle. WFBM _ Indianapolis CBS 
Youll find a lot of different kinds of markets eee tines City _ 
listed here—but only one kind of station—the KECA Los Angeles NBC 
big sales producer—the Big Frog. *KFI Los Angeles NBC 
; WHAS _ Louisville CBS 
Here and there a listed station isn’t necessarily nee 
- nae i % e WIOD Miami NBC 
the highest powered — but it’s still the biggest 
frog in its puddle from a standpoint of sales per ree Seneenne ae 
broadeasting dollar. WSM___ Nashville NBC 
B . ; WSMB _ New Orleans NBC 
suy any or a 1 of these stations with full con- WTAR Norfolk CBS 
fidence that you have bought the Big Frog in g 
its puddle. KEX Portland NBC 
"KGW Portland NBC 
a KSD St. Louis NBC 
4 KSL Salt Lake City. CBS 
H 
+. j WOAI _ San Antonio NBC 
“KJR Seattle NBC 
Sg *KOMO Seattle NBC 
= i , KTBS Shreveport NBC 
Re *KGA _ Spokane NBC 
*KHQ Spokane NBC 
WDAE _ Tampa CBS 
KVOO _ tulsa NBC 
KFH Wichita CBS 


NEW YORK @ 


*Indicates stations located in same city 
under same management. 


Represented exclusively through- 
out the United States by 


EDWARD PETRY & CO. 


Incorporated 
CHICAGO 
SAN FRANCISCO 


@ DETROIT 


second | 


R. E. Roberts has resigned as edi- 
He was formerly marketing|tor of the Herald Post, Louisville, 


Ky., to join Booth Newspapers, Inc., 


URGED BY KOBAK 


Says Criticism Has Served 
Useful Purpose 


Omaha, Neb., June 1.—"Crities of 
advertising, we thank you!” 

This was the theme of the address 
of Edgar Kobak, president of the 
Advertising Federation of America, 
who addressed the Advertising Club 
and Chamber of Commerce today. 
The vice-president and general sales 
|manager of the National Broadcast- 
ling Company asserted that current 
|eriticisms have kept advertisers from 
| becoming complacent and self-satis- 
| fied, and have led to serious analysis 


| of the defects of advertising which | INTERNATIONAL BUSINESS 


may result in their elimination. 

“Removing the five per cent of ad- 
vertising which is either untruthful 
or in bad taste,” said Mr. Kobak, “is 
the responsibility of the advertiser, 
the agent and the publisher. 
the final analysis, it is up to the pub- 
lisher to see that copy of that kind 
does not get to the public. 

“The National Broadcasting Com- 
pany is now endeavoring to establish 
much more careful supervision of ad- 
vertising copy than ever before. We 
propose to establish a bureau with 
complete authority to order the elim- 
ination of objectionable’ material 
from broadcasts, and from its deci- 
sion there will be no appeal. Putting 
this new department to work is only 
a matter of finding qualified person- 
nel.” 


FTC Requirement Unimportant 


Mr. Kobak said that NBC has no 
objection to supplying the Federal 
Trade Commission with copies of 
radio continuities, as it has re- 
quested, and has arranged to do so, 
but he pointed out that this will 
merely give the commission the in- 
formation it has had right along in 
the form of publication advertising, 
regarding which little has been done 
by the FTC. 

“Critics of advertising,” said Mr. 
Kobak, reverting to his main topic, 
“have made one error. They don’t 
live up to the rules of the game they 
have established for others. If they 
did, they would present their argu- 
ments in the form of paid advertis- 
ing, signed with their names, and 
carrying the authority that only ad- 
vertising can give. 

“They accuse advertising of carry- 
ing on propaganda, just as we think 
they are using propaganda against it. 
But after all, that merely depends on 
the viewpoint. Our educational efforts 
are described as propaganda by our 
critics, while we consider their at- 
tempts to influence public opinion as 
propaganda rather than education.” 

Mr. Kobak said that good advertis- 
ing cannot be confined merely to 
factual presentations, as many would 
have it. There must be also an ap- 
peal to the emotions, without which, 
he said, advertising would consist of 
little more than catalog information. 


Erle Racey Returns 
to Texas Agency Work 


Erle Racey has opened an adver- 
tising agency in the Thomas Build- 
ing, Dallas, Tex. His personnel in- 
cludes Edwin Racey, production 
manager; Nathe Bagby, copy; John 
Lowe, art director. 

Among accounts handled are Na 
tional Lamb Council, Morten Milling 
Company, William Cameron & Co.. 
and King Candy Company. Mr. 
Racey was former governor for the 
tenth district, A. F. A. 


J. F. Reeder Joins 
Young & Rubicam 


J. F. Reeder has joined the execu. 
tive staff of Young & Rubicam. His 
location has not been announced. 

Mr. Reeder was formerly with the 
Campbell-Ewald Company, Detroit, 
and more recently advertising man- 
ager of Cadillac Motor Car Company. 


| 


But in | 


A leading advertising 
agency recently stated 
that they 
more facts for their money 
by employing the Interna- 
tional Tabulating Service 
Bureau than by any other 
method. Call the nearest 
IBM Branch Office and 
learn how you can obtain 
more accurate interpreta- 
tions from your next sur- 
vey. No obligation. 


received far 


ACHINES CORPORATION 


General Offices ks: Branch Offices 
210 Broadway in all 
New York,N.¥. MACHINE? Principal Cities 


W. make 


good 
photostats 


KAPID COPY SERVICE 


{Vanderbilt 3-3680 
New York) pisza 3-1360 
Cleveland: Main 9335 
Chi (State 6013-4 
89°) ciate 5980-1 
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MATTTTARTANARANAN NANOS 


For Advertising Men 
NEW RECREATION 


Here’s a tonic that banishes all 
worry about closing dates, mar- 
ket problems. 

First—a quick dash to your 
home at Standish Hall . . re- 
freshing shower. Then to horse 
. . along the winding trails in 
Central Park. (Or boating, or a 
brisk walk across the North 
Meadow.) 

Home again for dinner in the 
excellent Standish Hall restau- 
rant. Later, the theatre . . only 
five minutes by subway! 


Reereation & Convenience 
are part of the pleasure of living at 
Standish Hall. Overlooking Manhat- 
tan Square Park, just a few steps 
from Central Park, it has advantages 
of the country plus town-house com- 
forts. Its complete hotel service is 
efficient, yet friendly. 


Apartments 

of 2, % or more rooms, conveniently 
arranged. Large closets, smart tiled 
baths. Fully equipped serving pan- 
tries and sunny exposures are 
thoughtful features. Appointments 
up-tothe-minute; rentals down-to 
earth. 

Available today, a few unfurnished 
apartments on lease .. or newly 
furnished if you prefer. See them 
for yourself—now! 


Stankish Hall 


45 WEST 51 S™STREET-NEW YORK: 


M. Spark, Manager Arthur Lee Direction 
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EHFA EXPLAINS 
HOW APPLIANCES 
ARE TO BE SOLD 


(Continued Page 1) 

No extensive information has 
been revealed yet on the methods by 
which national advertisers will pro- 
mote their electrical appliances in 
the Tennessee Valley area under the 
new plan of distribution. Young & 
Rubicam, Inc., was appointed to do 
marketing research under a_ four 
months’ contract late in April. 

On the subject of advertising, the 
finance folder recently issued to the 
trade says that “approved retailers 
will be permitted to use the EHFA 
insignia in advertising, subject to 
the Authority’s rules and _ regula- 
tions.” 


from 


Tells Electricity’s Part 


It further states that “EHFA ex- 
pects to cooperate with retail- 
ers, manufacturers, and distributors, 
through advertising, education and 
demonstrations, or such other means 
as are deemed advisable, to promote 
the wide distribution of electric ap- 
pliances.” 

The Tupelo showroom just opened 
by the EHFA plays up the coming 
electric era. Stages along its walls 
show various products, such as elec- 
tric refrigerators and water heaters, 
and their non-electric fore-runners. 

A border above the stages bears 
the slogan, “Toward An Electrified 
America,” and reproduces the TVA 
emblem, a red, white and blue de- 
sign showing a hand clutching a zig- 
zag electric flash. 

The refrigeration demonstration 
shows the TVA-approved electric 
refrigerator at the right. In the cen- 
ter is an earthen bowl in a dishpan 
of water and to the left is a wooden 
trough surrounded by rocks, imitat- 
ing the present method employed by 
wives of many farmers, mountain- 
eers and ruralists to preserve foods. 

On the wall, a sign says “Today 


% of The 


So highly is  home-read_ circulation 
esteemed by the leading purchasers of 
advertising space in New York that one 
prominent newspaper boasts that its read- 
ers buy it on the way from work to read 
at home. Detroit News subscribers do 
better than that. Not to miss a_ single 
copy of their favorite newspaper they order 
it DELIVERED to their homes for home 
reading. Detroit News readers have taken 


Circulation of Detroit Neu 


nein i, 


| electricity keeps food fresh.” One 
'word slogans are used. Among 
‘them are “health,” “comfort,” ete. 
Trained EHFA men attached to the 
|showroom discuss the program and 
‘the products, but do not sell appli- 
ances or try to advertise any par- 
/ticular brand. 


“Utterly New Approach” 


“The full program,” the finance 
folder summarizes, “involves an ut- 
terly new approach to the whole 
problem of distribution and financ- 
ing of electric appliances and the 
adjustment of rates for electricity. 
The major objective is a lessening 
of the burdens in the home and an 
increased efficiency on the farm 
through the greater use of elec. 
tricity.” 

It further says that the program 
|favors no particular manufacturer, 
but that all established ones op- 
erating in conformity with the NRA, 
|who wish to and who can meet the 
provisions as to quality and price, 
|may participate. Nor does it favor 
| any utility. It is open to all dealers 
|who are able to meet the require- 
| ments. 
| “Kvery 
footing 


dealer is on the 
as every other dealer and 
every utility merchandise depart- 
‘ment. Electric appliances will con- 
‘tinue to be distributed through ex- 
|isting channels,” the EHFA folder 
| says, pointing out that it is not a 
|/manufacturing or a merchandising 
|organization, but is interested only 
in promoting and financing sales of 
electric appliances to make _ elec- 
tricity more generally available. 

“It will seek to bring about co- 
operation among electrical utilities 
and electric appliance manufacturers 
and dealers as to rates and prices 
with a view to accomplishing the 
widespread purchase and use of ap- 
pliances at fair profits to all.” 


Same 


Cash for Retailers 


To obtain successful working of 
{the plan, according to the program 
| outline, complete cooperation of con- 
sumer, retailers, manufacturers and 
utilities must be had. Advisory com- 
mittees consisting of representatives 
of each of these groups and a rep- 
resentative of EHFA will be formed 
to review plan operations, suggest 


~e 
4 
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Detroit News City 


‘ Circulation Is Home Delivered 


The News for ten, fifteen, twenty, forty 
and 60 years, as every survey indicates. 
They rely on The Detroit News as they 
would on a friend. Most articles sold by 
News advertisers are HOME BOUGHT, 
after consulting The News and the family 
council. That’s why Detroit News adver- 
tising is most effective and most economical 
on the basis of dollars spent. 


‘spapers in Trading Area *® 


From Publishers’ A. By ( Statements for six months ending March 21, 1024. 
WEEK DAYS SUNDAYS 
NEWS 247,828 NEWS 246,361 
TIMES 220,399 TIMES 221,973 
FREE PRESS 142,403 FREE PRESS ... 422,180 
%& The Detroit tradu area eatends approximately fifty miles from the city, but contains 
over half of Michigan's wage-carners, produces 62 percent in value of Michigan's manufac 
tures and 65 percent of the state's income tax returns. The qeneral advertiser can conveniently 
develop his sales in the city and trading area hand in hand. He can help them best by using 


ul and concentrated Home Cir 


the powers 


ilatr 


News. 


m of the 


The Detroit News 


THE HOME 
New York: 
I. A. RLEIN, INC. 


NEWSPAPER 
Chicago: 
3... LOT 


a 


A NEW ROUTE 


TO CALIFORNIA 


- 


THRU THE MOFFAT TUNNEL 
Sect Laat city ed rg  emeaco 


move CoMct 


@ Here's news to grip the imagination of every American 
A new direct railroad route to California 

The widely heralded short line through the Moffat 
Tunnel and over the newly-built Dotsero Cut-off will be 
open to transcontinental travel on June 17 with through 
California Pullmans leaving Chicago daily on the famous 
ARISTOCRAT 

The new direct route cuts off 175 miles fm 
between Deover and Salt Lake City and re- 
duces by eighteen hours the previous run- f 
ning time of the Burlington, D & RG W, 
and Western Pacific from Chicago to Cali- 
fornia through the Colorado Rockies 


NOW 2 THROUGH-SERVICE ROUTES 


Vie the Royal Gorge 
Le Chenge 14S PM Sot 
+O AM Men 
+ 00T AM Maw 
je 1 4PM Mee 
Ar Salt Lahe City 71S AM Toes 
Ar Sam Frenciace 6:50 AM Wed 


Vea the Motta: Tunes 
10 AM Sev 


BURLINGTON ROUTES J « vemeral Agent 
9 W Jackson Bled PI s 


' ams Ss Phoo: 
WESTERN PACIFIC. Jona! 
ios Adams % Phone Re 


Two-column newspaper advertising 
like this is being used by the 
Burlington, Denver & Rio Grande, 
and Western Pacific to promote 
travel over the new route to the 
west through the Moffat Tunnel. 
Reincke-Ellis-Youngreen & Finn, 
Inc., handles the advertising. 


improvements, and in general, to 
that there is no discrimination 
by or against any of these interests. 
Suggestions given to retailers in 
the folder reveal the new distribut- 
ing order KHFA plans to establish 
in the Tennessee Valley waterpower 
development, which might — ulti- 
mately serve as a pattern for sim- 
ilar activities in other parts of the 
country. 
Dealers 


see 


interested may apply for 


EHFA approval on a special form 
either direct to the EHFA or 
through the utility. On receipt of 
approval, purchase contract forms 


are obtained from the local utility, 
as well as a chart of finance charges. 
Only contracts on these forms will 
be accepted. 

Retailers will negotiate their 
sales, obtaining as large a down pay- 
ment as possible. The purchaser's 
credit statement and any other in- 
formation on the risk is submitted 
to the local utility with the appliance 
purchase contract. Cooperation be- 
tween utility and dealer on credit in- 
formation exchange is recommended, 
also the withholding of delivery un- 
til full information is obtained. 

Within 80 days the executed con- 
tract is forwarded in duplicate, prop- 
erly assigned to the dealer, or to 
the utility where the purchaser's 
electric service bill is payable. The 
dealer keeps down payments. 

The EHFA arrangement provides 
payment of the cash sale price, less 
down payment and any installments 
due, to the retailer by the utility. 
The utility will bill the appliance 
buyer each month and handle collec- 
tions, resorting to the dealer only 
in case of long overdue contracts. 
Dealers in this way will do what is 
tantamount to a cash business. 

Contract of the consumer for pur- 
chase of one appliance is limited to 
a maximum of three years, and for 
more than one article, 48 months. 
Monthly payments must not be less 
than $2 and the price at which ap- 
pliances were sold must be not more 
than the manufacturer's suggested 
retail price approved by EHEFA,. 


“ “6 99 
Buys “Outdoor Life 
Popular Science Publishing Com- 
pany, Inc.. New York, has purchased 
Outdoor Life and transferred the 
publication’s main office to New York. 


Spalding Plays 
Up British Meet | 
In Timely Copy 


New York, May 31.—Quick work 
and a knowledge of what equipment 
the American teams were carrying | 
in the British Amateur Golf Cham- 
pionship matches at Prestwick, Scot- | 
land, last weekend permitted A. G. | 
Spalding & Bros. to announce in the | 
same issues which carried the com- 
plete stories of the final in which | 
W. Lawson Little, American, won | 
from James Wallace, by a _ record 
margin of 14 and 13, that its prod- 
ucts were used by the winners. 

The 300-line copy did not an- 
nounce the actual winner, but stated 
that the British amateur champion- 
ship had been won with a Spalding 
golf ball and Bobby Jones woods and 
irons. It added that “in the Walker 
Cup matches all the winning Amer- 
ican teams used Spalding golf balls” 
and that “it happens too often to 
call it luck.” 


Placed Direct 


The “Golf Extra’”’ copy was of such 
nature that it could be wired quite 
easily to the newspapers in Chicago 
and a few other cities where it ap- 
peared, in addition to New York. 
Final work of placing the copy was 
handled by the firm’s own advertis- 
ing department. Young & Rubicam, 
Inc., is the Spalding agency. 


“Open Road for Boys” 
Boosts Its Guarantee 


Effective with its December issue, 
Open Road for Boys Magazine will 
guarantee a circulation of 275,000 
monthly. This is said to be the larg- 
est guarantee given by any boys’ 
magazine. 


“Formal” to Be 


New College Monthly 


First issue of Formal, magazine for 
college Greeks, is scheduled to appear 


B. 


& O. Renews 
Narrative of 
Cooler Trains 


Philadelphia, Pa., May 31.—Fing 
ing air-conditioning one of the mog; 
effective sales arguments it hag 
used, the Baltimore & Ohio has 
launched a new campaign announ 
ing an extension of equipment of 
this kind. 

Instead of quoting meaninglegs 
figures, the company has translated 
its story into something that ever 
one can understand. Says the head 
line of one piece of copy: “gs; 
popular last year, B. & O. now jp. 
creases its air conditioned equi; 
ment to handle over 1,000,000 pas. 
sengers this summer.” 

The “1,000,000 passengers” will be 
the key phrase in every advertise. 
ment in the series. 

Each advertisement will also carry 
the foot-note, “First railroad to air. 
condition trains.” 

The B. & O. doesn’t care how 
this statement is received. It began 
experimenting with air-conditioning 
50 years ago, when it rigged up ap 
ice box in one of its passenger cars 
Air was drawn into the train, cooled 
over the ice and blown back into 
the car. 

In 1930, the road installed the 
world’s first railway car to be air. 


conditioned the modern way-—the 
diner ‘Martha Washington,”  op- 
erating between New York and 


Washington. It feels, therefore, that 
it can substantiate the sweeping 
claim made in its advertising. 
Newspapers will be used exclus- 
ively in the new campaign, of which 
the Richard A. Foley Advertising 
Agency, Philadelphia, is in charge. 


District Bankers 
May Run Campaign 


An elaborate advertising campaign 
to re-establish public confidence in 
banks was endorsed by the District 


Bankers’ Association at Washington, 
D. C. this week. 

The report of the advertising com- 
mittee, which was adopted, scored the 
“silence is golden” maxim. 


early this fall as a national magazine 
of a high-type appeal rather than 
humor. 

Formal Publishing Company, New 
York, is sponsoring the publication. 


Yes. Mary Smith has 
personal problems, too. 


Every woman, married or single, has personal problems. Intimate prob- 
lems of little or no importance to anyone else, except herself. To her, 
the right decisions in these personal problems mean everything . . . the 
difference between happiness and misery. 

Take Mary Smith. A comely, vivacious young lady in her middle twen- 
ties. Though you would never know it from talking with her, she has 
personal problems aplenty. Problems of proper clothes, complexion, 
social contacts. Mary Smith is smart, ambitious and sensible. Hence, she 
is eager for advice . . . authoritative advice . . . upon these multiple 
personal problems. Where does she turn for such advice? To her 
friends, no. She is too smart for that. To her parents, no. She is the 
average, modern young lady whose code is not to bother an older gen- 
eration with the problems of a younger generation. Mary Smith consults 
Physical Culture, the Personal Problem Magazine. 

In Physical Culture, Mary Smith knows that she will find practical solv- 
tions to her personal problems. For that is the editorial aim of Physical 
Culture today. It is 2 magazine of personal relationships devoted to 
common sense handling of everyday human problems. 

Multiply Mary Smith by more than a quarter of a million other folks— 
other Mary Smiths, Mr. and Mrs. Jack Joneses, Henry Browns seeking 
counsel upon their respective personal problems . . . and you will get 
some idea of the extent of their respective personal problems . . . 4 
you will get some idea of the extent and intensity of the responsive reader 
interest of Physical Culture. No other national magazine can boast ° 
such a close, personal relationship with its readers. 

No longer can any other national magazine claim the Right Ad-Almos 
phere such as Physical Culture possesses. More than a quarter © 
million folks buy it month after month because they want advice. Expec 
advice upon not only personal but family matters. These cover 2 Wi?! 
variety of needs, including food, cosmetics, dentifrices, antiseptics 6" 
hundreds of other personal and household items. In short, when thes 
more than a quarter of a million readers consult Physical Culture Mad 
azine, they are people with needs to be satisfied; 
people in a buying frame of mind. Naturally, therefore, 
your copy in the advertising columns of 
Physical Culture Magazine is automati- 
cally guaranteed exactly the right atmos- 
phere for making a quick and substantial 
sale. 


An advertisement for Physical Culture, the Personal Problem Magazine: 


7 om, Tn 


—b il 


ath |) Sha 


Rt tol, RC ae © Neem jer oe toh sre, GE Eee ppemeres ge cate So ai Pi ee ea Rene ee Magee, eae RAT Me a ant Lae FS a Se he A ae Oe Ae aN ak Se adic aS eR o's Bi a Pah tA tog Sn ee ee a he ree Ko ee ie ee ee ee a ek Ce oe. Sa ee Sa ee ee oe a Vig tthe Ask ‘(Pen aly aoe 
if PS Spek 2 errors Fa Ati BE bi es ‘a Ge ; ? urd pe er i? a) 3 a Sag te vi, a mee i ag Mi, ee ‘ i * / Et gt ld Pa ae Sa ag " vx Save A, ee Caen ee, Se we 
PIE! tas nee BE OTTO REN Bg MOE MS A, WU GE an IN Oe ee ey FLUNG Be ee Eee nee DEE oot Ne as cia i ORES. 235 2k I 6 eS CA ee eT a teen, See ee Pee 
bis eS teas a , —_. ; d Wes : soy : i ed ance ae 2 aes —, gee eg. Ce: , , es Se : } ee \ = AY 
ta t ee a . ° P 
eerie vy . 
ee 
‘ee a Pe 
sé A 
s 
: ] 
ee 28 ee | 
~ oe | 
game A 
z bay ae 
C oe: 
re at th 
i. ae ; ir 
. ae e di 
ee) . ‘ ' 
Fb 2 RN | aia 3 : — ————— ly 
a ale 
| Sam eee x 7 al 
ers ee Se | F 
ae | 3 eg ' e on 
) ens < , 2 ze 
aE. ict J Ni 
. ee j 25 eee as 
/ « Pes : 
, ‘ ¢ ae tl 
> tee 7 3 
z i. a . ; J b pu 
ea j P \ 5 : Ys C0 
‘ - ¥ Le ‘ 
. om y 
| iF Pi 
a ~, ao 
ood ; : : th 
7 Pal 
“& B, i | | 
Mee ce eee | 
wy te fi | 
"a ber } ‘. j 
be oe | ‘Ne 
ae : ra ‘ 
_ + a . 
5. | ae ‘ Cz 
ie , lec . i 
“Sie 7; 2 ) c4 Sa ye 
Wie | re. / ' = ~~ jo 
Beis Te ls Ne 
FA a ie A = 
ell I a pa 
© 
aera > { 
at 4 ats ES j a 
ay re ; ; is 
Wh a ae Fs wveR 
cig! ae ee "San FRANCISCO 
ae tan a { — | me 
3 tena ia PO 
bos 
feet 2 | pa 
a a a Je 
OS he a | til 
oF 5 A 
Fee Rol corgi 
+ Seong de 
‘= in at a On 
ab eh Ml = 
a: ee oa: 
PR a 
2S A 
oe gate ee 
ict, on : 
es Rayan ee ovat 
ccc : me CCD 
tas Te a 
; Peleg cay Le Denver 3 0 PM Sew 
ie oe Ay Mediet Tenmel 5 35 PM Sun 
2 ie 2 fina At Chewweed 9 44 PM Sen 
ie As Set Lahe Cay 7 0 AMMen $1 
am Ar Sen Fremciece | #S04M Toes WE N 
dD gue Tr « Mer 
. stats Me PAciFI 
adolph $962 | 
“at 
vie 
a 
ae 
Nl a | 
ois Neate Meee OS 
as | | | soe ve 
Peli ie 
a Ea 
a, 
ig oe 
as 
‘pra, | 
: | 
| 
Lay sa 
aie ae 
ee ne, 
i ae 
2 ie 
Soho: i 
>. aed 
orf —— - = 
. 4 % ~ =— 
ae ie -_ Tamanna | 
ia 
: ; | | 
ane : : ‘ 
Bao cu } 
Rage es, > Bae , : | 
——— oh Lae ; - } 
poe ae Bs ee: | 
cepa — 
aii, aaa ie: es 
2 e i | 
> — 
Oa hg ; ys 
Si -  i J ‘A: 
+ f mene | 
ae ii 
Ps Bt ease k  *tpal 
Wepre Soe o ~ - | 
Pate es bi ae [ | ner 
Ren re Lett ee et. = . s.  c 
: ee i : ay pM eS: 
ee are Ye ee 
ne ee Ws. S ie es ee is ee 
gS ee ae fede fc oe ee i | 
i aii ft. a as >. al ie eseaks 
> rt ig P le , a —_ oe * ns + ok Sa | 
: Pore... ~ oe 
; ; we The 
ph hag? rae, | 
Re a: 4 | 
a ee _ | | 
. bs r ee ~ 
“ iar Pee ‘ Bey Om ty r. 
to eee # = 
3 mein. : 
ce ‘xen } =: _ At ti 
; i ro aa “ 
2 2S A sie “Nal <Ft “ i 
Te aoe Df al | 
Gr #4 > 
“ 7 a 
ss As 
Scie wae 
ay ion, 
es 
77 
4 ee ! 
KG s 
4 
7 
" 
, 
ee Ste ek, an 
a. pe : : 
Qa 
— ee | 
a : pO _ 
gt 7 
HA 4 
he 7 
BS ay ; 
: 
= 
rans 
Oe 
a 7 
‘ 
yi 
nat sis = 
Prag Oe ess 
5 he set 
a) See ae 
iin NS seems. 
ae Te eer 
cae = | 
re. Sak nO 
acs 
6, OS aa 
32s ee 
See aes 
PERS CEM S Fd 
ee Seas 
sees at, cet 
§ pata ote oa 
j i ee % ot 
mi aoe fyi ee eS, f. : : 4 g “ I f : ‘ — ‘ F é ct ey eee 
BD nl Bae eae 3 5 Se ee Ba ee afer = Sak Pd Pee) > Oe eta ie i bal ia ree A i t ioe . ome eeu ae a = ar ; ‘ > 3 Be OR ‘ a < . i i EB aN a ae ble 
Re Sites Wit AY ee i ian TUT ik WPA sek oe Bee er at) X aie to paar ae ne es Pp ety POE? oh i : : op 7p ee Te ak tiling oe 5 eh encenymerigaans 03, eS : a ae eee S ey acer pete iia j Pre eg 5 “See eae Sa a 
vee me ia ha ay ae tM” Spt fee ick cake AEN Gee dines Sass Salas a Saad Baa See i au ae ae ene | Ma guee ee ev eee ie ivi aed cg. epee eee, Ege ga Vee ae eter: ae | ok 
ithe, “se Mbe a aie Foy" fhe: GPG a. Ris aes Se TE Pes ah Nee ee EME ee oe heey ly Seon Peete mae RLS) ve ge DL ng me Rae Me ay Ps dae ceed NB aan ret Ti ie Tt Same i ee 4 Cl? Bees eae ee a Nien cog as 9 pag Ey ek Lge y ae SOME Te EN prom 18 la bee PD OTe ENS ata, Phe De ate pee Meaney tore ea ese ec: Sie 
a ie Teele EE fi Ae SY RE NG Rie nas Te ang aps RY AS Ibe ery Sa ee Oe Oy he ea on EON EE ams OMe ae Magee NE ORT et, SUR. ened Pe nen LeMay ganna SN, ge eee dee epee atin. 2h ates! eS 5 As A hoes Ss ea Ri 5s on ee pee th 
ae Sa ae eas Rips Ts. hast Oi eee ec cole ae TE ate ae Ree Cac eRe? fl AU ae eg Rees NE OO Foe PG ea a Be et ee 2 
REED Wee 2 DANE SMTA SES RIE E78! AOI Be Babe 19S: SER Vartan Set Fe ‘ap Ove thee aR Rae Shae SPORTS, 2 ROTEL Ree Dyck Pht ne OPES Le sya ay Sore aR ee a anS egy el er Bere oes Ns EN ne 
Patines < ea aa ee RPGR ALE te. og Se WET Oe Geen Ng Opulcn Caer ee pe a yb Pues Fe rion pipe SRST CS GIS ene a ies oo oh ye ay BO Sh a a Ae es at PRESS, A eR ts SCS ORR ae Tat UR Aan ee ek ae Bn eahed ak pe WN ig Hg Satna en Frtoptes - Fe Mean Pye? RATS) Te AAG | See RET 
Sais gal ah es aan Sk i LB ET eR ONC RSME GS Ge POP te. SI GROE DOC ge Mn fone es Pian Rae ae gn sae gh eee ee 2) OP er va) atte ECR hey Se pages te Sh gete fie ong sate AN cesta Sp ta EE na ht er kg SRO acs ett a3) SA Ure ean Ue RR ERE Coane eres ea mye ete cree GEES Poel y, oa ey doe e 


how 
began 
ioning 
up an 
* cars 
cooled 
C into 


d the 
ie air- 
y—the 
” op 
- and 
p>, that 
eeping 


2x clus- 

which 
rtising 
harge. 


align 
npaign 
nee in 
istrict 
ington, 


g com- 
red the 


prob- 
‘o her, 
. the 


» twen- 
he has 
lexion, 
ce, she 
vultiple 
To her 

is the 
ar gen- 
consults 


al solu- 
hysical 
ted to 


folks— 
seeking 
will get 
. an 
reader 
oast of 


-Almos- 
r of 2 
Expect 
a vide 
cs and 
n these 
> Mag: 


June 2, 1934 


ADVERTISING AGE 


ee 
¥ 


= 


a 


A. B. Ford, Catholic 
Publisher, Is Dead 


A. Brendan Ford, 94, publisher of 
the New York Freeman's Journal 
from 1894 until it suspended in 1918, 
died May 26 at his home in Brook- 
lyn, N. ve 
“after learning the printing trade, 
and serving in the Union army, Mr. 
Ford established the Charleston Ga- 
zette with his brother. He came to 
New York in 1869 and was employed 
as a printing and publishing execu- 
tive until he acquired the Catholic 
publication, the second oldest in the 
country, in 1894. 

Mr. Ford’s survivors include a son 
patrick J., publisher of the Monitor, 
and a daughter, Una Ford, editor of 
the same publication. 


Nickel Joins Haire 


A. R. Nickel, for nine years with 
Campbell-Ewald Company and five 
vears With the Class Journal, has 
joined Haire Publishing Company, 
New York, as head of the copy de- 
partment. 


Two Appoint Hammond 


New England Tank & Tower Com- 
pany, Everett, Mass., and Expansion 
Joint Division, Badger Fire Ex- 
tinguisher Company, Boston, have 
appointed Alden M. Hammond, Provi- 
dence, | 8 
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RAPID COPY SEKVI 


{Vanderbilt 3-3680 
New York) plaza 3-1360 
Cleveland: Main 9335 
Chicago! state 6013-4 
)State 5980-1 
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NEW YORK 


yous have a friendly wel- 
come at the Piccadilly—one 
of New York’s newest hotels— 
a comfortable room and bath 
for as little as $2.50 the day. 
@ Meet your friends in the 
SILVER LINING, Cocktail 
Room . . dance to the rhythmic 
music of the Picadilly Orches- 
tra. . enjoy delicious food in 
the Georgian Room, at moder- 
ate cost. 

@ Business and pleasure choose 
the Piccadilly . . convenient to 
the advertising center, to the 
atres and amusements . . a few 
steps from quick transportation 
to every corner of the towt.. 


HOTEL PICCADILLY 


| 22] WEST 45TH STREET, NEW YORK 
Now under Arthur Lee Direction 


Classified 
Advertising 


The rate for this department is 40 
cents a line (not agate line); mini 
num, $2. 


ADVERTISING REPRESENTATION 


PUBLISHERS! 

A proved advertising producer 
wants to serve established publisher 
in W. Penna-Ohio-Mich. territory. 12 
years with McGraw-Hill. Will be in 
New York June 12 to 20. Address: 
“Representative” 357 Bangor Bldg., 
Cleveland, O. 


BUSINESS OPPORTUNITIES 


ADVERTISING AGENCY 

Recognized, active New York ad- 
vertising agency seeks connection 
with man _ controlling substantial 
business; offers profit-sharing 
arrangement or partnership; no cash 
investment; replies held confidential. 
Box 463, ADVERTISING AGE, New York. 


HELP WANTED 


Radio Adv. Executive. High grade 
man for big job. Thor. exp. sales, 
selection of programs, talent, etc. 
Celester M. Horton Personnel, 310 S. 
Mich., Chicago. 


REPRESENTATIVE WANTED 


WANTED: For Reputable well es- 
tablished New York Photograph 
Studio, out of town representation. 
Fashion and Dramatic forceful ad- 
vertising illustrations to order. Lucra- 
tive basis. Sell yourself in letter. 
Box 464, ApverTISING Acre, New York. 


Wanted Representative with est. 
following in the promotional field to 
sell creative intelligence and produc- 
tive talent of the largest commercial 
art studio in the U. S. General Art 
Studios, 2400 W. Madison Street, 
Chicago. 


SALESMEN WANTED 


Salesmen, or women, experienced 
in subscription work on business pa- 
pers, for work in Boston, Phila- 
delphia, Cincinnati and west coast. 
Attractive proposition. Reply, giv- 
ing experience and references. Ad- 
dress Box 1305, Advertising Age, 
Chicago. 


Network Given Press 


Facilities by State 


The Yankee Network, which has 
organized its own news service for 
the broadcasting of news events, won 
an important victory this month 
when by unanimous vote of the joint 
rules committee of the Massachusetts 
House and Senate it was awarded 
full press facilities at the state 
capitol. 

The network has refused to accept 
the press-radio agreement on news 
broadcasting, and has developed its 
own news-gathering organization. 


After two years of inac- 
tivity the rock products 
industry has come back with 
a bang! Thanks to huge 
Federal and State construe- 


tion projects. — 


Ask for INDUSTRY, 
- SURVEY. Now ready! 


ROCK PRODUCTS ei "cc's 


— MASS PLAN ADVEATISING. 


HOME-TO-HOME DISTRIBUTION OF ADVEATISING AND SAMPLES 
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of preferred neighborhoods and homes in the 
Chicago Trade Area, advertisers save the cost 
of waste circulation in the sections of this 
territory where 
tancy. Save an 


Selective Mass Plan Coverage 


ou have little sales expec- 
Sell with Mass Plan! 
. » ee 


CARRIERS 
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=-|phia (newspapers and radio); 


FORD OFFERING 
‘FREE RAILROAD 
TRIPS’ TO FAIR 


(Continued from Page 1) 
Ford dealerships were likewise cov- 
ered. 

The posters are in two sizes. Those 
being used in railroad stations are 
24 by 34 inches, while posters of the 
same size and others 34 by 48 inches 
are being displayed by dealers ex- 
clusively, in addition to the larger 
poster. They contain, in addition to 
the legends already described, a four- 
color picture of the Ford exposition 
building, and wording intended to 
stimulate interest in the world’s fair 
as a whole. 

Further momentum will be given 
to the plan through impressive full 
pages scheduled to run in news- 
papers throughout the country June 
2 and 3, introducing the Ford exposi- 
tion building to the country. 

Headlined “The story of transper- 
tation through the ages,” the copy 
will aim to build interest in the fair 
as a whole as well as in the Ford 
exhibit, according to N. W. Ayer & 
Son, the Ford agency. It will bear 
a picture of the huge Ford building 
and give a short synopsis of the 
many items of interest to be found 
in it. Indirect mention of the “pick 
up your car in Chicago” plan will 
be included. 


First Lady Is 
In Receptive 
Mood, Report 


New York, May 31.—Reports that 
Mrs. Franklin D. Roosevelt will 
speak on several future commercial 
advertising broadcasts, probably for 
$500 a minute, as received in a previ- 
ous one, could not be confirmed this 
week in a canvass of some of the ac- 
counts most likely to be interested 
in sponsoring her. 

Reports have it that she desires 
future broadcasts and is contem- 
plating some from 10 to 15 minutes 
long, which at the old rate would net 
$5,000 to $7,500. She insists that in 
her sponsored talks she will not ad- 
vertise any product, though her 
broadcast recently marked a change 
in viewpoint from that announced 
when President Roosevelt was 
elected. 

On the Johns-Manville hour, she 
spoke six minutes and accepted $3,- 
000. This was used, however, for 
charitable purposes. The money 
was turned over to the Friends Serv- 
ice Committee of Philadelphia for 
school and health work in West Vir- 
ginia mining communities. 

Her answer this week to a critic 
who questioned the payment of $500 
a minute for her broadcast revealed 
Mrs. Roosevelt’s opinion that “no 
one is worth this sum” and that she 
is no exception, being sought for this 
type of work only because she is the 
President's wife. She supported her 
action by saying it put more money 
in circulation and aided the needy. 


Cramer-Tobias Accounts 


Cramer-Tobias Company, Inc., 
New York, has been appointed adver- 
tising agency for Devon Bakeries, 
Inc., maker of Melba Toast, Devon- 
ettes and Cocktelets canape wafers 
(to use newspapers and radio); Kitty 
Kelly Shoe Stores with 17 stores in 
New York, New Jersey and Philadel- 
and 
David McCosker, Inc., outfitters to 
the Sisterhood (direct mail and or- 
ganization publications). 


New Directors for 
Detroit Women’s Club 


New directors of the Women’s Ad- 
vertising Club of Detroit were 
elected May 28, preceding the annual 
election of officers. 

The list of directors includes Flor- 
ence Cox, Ruth Crane, Allacoque 
Dantzer, Louise Grace, Mary Hop- 
kins, Ila Leonard, Mary Murphy, 
Mrs. Helen Stauch and Mrs. May O. 


Vander Pyl, the club president. 


Canning Code Includes 


Labeling Provisions 
President Roosevelt has approved 
the code for the canning industry, 
effective June 11, with an accom- 
panying order requiring the industry 
to appoint a committee to “cooperate 
with the administrator” on stand- 


ards of quality and to work out 
within 90 days code provisions with 
respect to standards and labeling 
requirements. 

It is understood that the labeling 
requirements will include grading 
of quality along lines advocated by 
Assistant Secretary of Agriculture 
Tugwell. 


Another Substantial Advertising Gain 
In June — And Three Reasons Why 
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What's New - 


Canrment Paris 


to all advertising 


other business paper. 


EXTREMELY LOW 


3. 


FULL VISIBILITY TO ALL ADVERTISING 

Obviously the finest advertisement ever written is 
worthless until it’s seen. 
up and total of only 16 to 32 pages an issue guar- 
antees full display, alongside active reading matter 


“buried advertisements.” 


CIRCULATION TO 30,000 PLANT MEN 


More circulation among responsible plant men 
throughout the manufacturing industry than any 


$69 to $75 for a standard advertising unit 
no need to buy display, attention getting space 
. only enough to tell your story. 


WRITE US FOR THE “IEN-PLAN” FOLDER 
Published by 


IEN’s newspaper make- 


assures full visibility, no 


RATE 


rated manufactur- 
ing and mercan- 


lines, everywhere. 
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THE BUYERS MASTER KEY 


ABC Authenticated Circulation 
The Only Paid Circulation in 
Its Field 


THOMAS PUBLISHING CO., 461 Eighth Ave., New York 


Use the 


year. 
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MORE NEWS IN 
Advertising Age 
Than Any Other Publication! 


Read your own copy, and be sure of hav- 
ing the latest information on all advertising 
developments all over the country. 


$1 a year —Fifty-two issues! 


Advertising Age, 537 S. Dearborn St., Chicago. 


I enclose $1 (cash, check or money-order) for which 
send me the National Newspaper of Advertising for one 
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June 2, 1934 


Ray Powers Choice | 
of Houston Club 

Ray L. Powers, advertising mana- | 
ger of the Houston Press, was elected 
president of the Advertising Associa- | 


tion of Houston at the annual elec- | 
tion this week. Mr. Powers will be | 
assisted by the following staff: 


Jay H. Skinner, first vice-president; 


Fred H. Hannah, second vice-presi- 
dent; Malory MeDonald, retiring 
president, ex-officio member of the | 


board. 


MOVIES 
GET YOUR 
SALES STORY 
ACROSS 


ODAY, motion pictures are 

the most sales 
aid. Now you this 
method to give action, interest 
and appeal to your 
Sales films are portable 
easy to show in any office. 


powerful 
can use 
business 
story. 


In business over 20 years, we 
have built successful movies for 
America’s leading industries. 
Consult us. Learn the facts. 
Write or phone for a demonstra- 
tion of movies with 
sales records. 


THE PATHESCOPE 


COMPANY OF AMERICA 


successful 


23 West — 
42nd Street oe Me) 5-3185 


SOUND, SILENT, SLIDE FILMS 


EINSON- 


FREEMAN 
SAYS: 


Drug advertising has taught 
the whole field of merchan- 
dising a great lesson in the 
effective way it uses the 


broached in 


| sets up two classes, 


Dealer's window. 


~ Einson-Freeman C0. inc. 


Window-Display iv 
Headquarters 
Long Island City New York | 


Specializing | | 
= RS Se — 
store diyplay 
alverpising 


| said, “Class 


|}minimum amount for the work sched- 
| uled. 


}on 20-pound stock. 
| would now figure this is impossible 


BUYER'S MARKET 
ENDS; PRINTING. 
PRICES RISING 


(Continued from Page 1) 
spite of the fact that 
remuneration of union printers is al- 
ready above the prescribed mini- 
mums. The pay for compositors, for | 
instance, is $1.22% an hour, com-|} 
pared with the 82 cents below which | 
employers may not pay. The tenta- 
tive proposal presented by the union | 
men is a 30-hour week, with $2 per 
hour for compositors. 

The Price Determination Catalog 
is intended for use by smaller primt- 
ers. Its preface says: 

“No establishment shall sell or 
offer to sell any product listed in 
the Price Determination Schedule at 
a price less than ten per cent below 
the price for such product contained 
in said schedule. 

“Provided, that this prohibition 
shall not apply to any single order 
exceeding $500 in amount, nor to any 
combined order exceeding $5,000 in 
amount, nor to any order actually 
contracted for and exceeding $5,000 
in amount per year; 


Must Prove Lower Cost 


“Provided further, that an estab- 
lishment with total press equipment 
consisting of not more than three 
platen presses, upon application and 
proper application to and approval 
by the National Code Authority, may 
be authorized to sell or offer to sell 
any such products which it manu- 
factures on such equipment at a 
price not less than 20 per cent below 
the prices contained in the Schedule; 

“Provided further, that an estab- 
lishment which uses a method of cost 
finding prescribed by its National 
Code Authority or . . an adequate 
cost finding system and can thereby 
determine its costs for such products 
as lower by more than ten per cent 
than those listed in the Price Deter- 
mination Schedule, may sell such 
products at not less than the costs 
so determined upon submitting to its 
National Code Authority satisfactory 
proof of the accuracy of such costs.” 

The italics are quoted. 

The Price Determination Schedule 
A and B, for all 
work. 

One Example 


“Unless otherwise indicated,” it 


A is for composition of 
the very simplest nature; in fact the 


| 


The other classes are ails 
tions of more composition contained | 
in the work.” | 

One example of how this schedule | 
works will illustrate the potentiali: | 
ties. An advertiser paid $6 last Jan- 
uary for 2,000 two-color letterheads 
How the printer 


to tell because of the multiplicity of 


COL 


Employes of the Jersey City plant of Colgate-Palmolive-Peet Com- 
pany welcomed Chicago members of the organization at a party 


celebrating removal of executive 


offices to the East. In this group, 


snapped at the festivities, are A. J. Lansing, vice-president; Charles 

Hulsizer, superintendent, Jersey plant; S. Bayard Colgate, president; 

R. B. Colgate, vice-president; W. R. Veale, manager toilet goods 
sales; and Ken R. Dyke, general advertising manager. 


“grades” for which prices are given. 
The cheapest “grade,” 


second color, or a minimum of $12.25. 


The question of “grades” is CoOv-| 


ered by the schedule in this word- 
ing: “The grade for writing, print 
and book papers is based upon the 
cost per pound of the paper in 500- 
sheet lots. 
used, as the schedules are adjusted 
to take care of larger or smaller 
quantity purchases. All _ freight, 
drayage, and other charges must be 
added to the cost of stock to obtain 
the grade, for none of these is in- 
cluded in the schedules. The figures 
ending in 2 and 7 (as 12 and 17) rep- 
resent 2% and 7% cents (as 12% 
cents and 17% cents) but the “%” 
is omitted for convenience. 

In the example given above, the 
lowest Grade, 7, was taken. If the 
highest were used, the cost would 
run to $14.75. This letterhead was 
considered Class A work. 

If a letterhead were considered 
Class B, the cost would be between 
$13.75 (Grade 7) and $16.75 
30). Thus the tiny order for letter- 
heads begins to assume important 
proportions. 


Boost Charges 
for Electrotypes 


Cleveland, O., May 31.—Demand 
that the electrotyping industry in the 
Middle West comply with the half- 
tone rate established in the standard 
scale of electrotypes has been made 
by the code authority for the electro- 
typing and stereotyping industry. 

Prior to Feb. 1, 1934, no extra 
charge was made by many organiza- 
tions in this area for electros of 
halftones unless the area of the half- 
tone occupied 25 per cent or more 


To say nothing of 
Eberhard Faber. Be- 
cause — be it written 
or spoken, your order 
to us is received with 
pleasure, executed 


the thirty-three years of 


with dispatchful efficiency, delivered on- 
the-dot and up-to-standard. By pencil, 
‘phone and wire, tens of thousands of 
orders have been entrusted to us during 


Oun Shane to Mesare Belly 


our interested _—_ tunity to prove 


Partridge & Anderson Company 


ELECTROTYPES ee NICKELTYPES e STEREOTYPES e MATRICES 


CHICAGO 


mats — have gone forth hall-marked 
P. & A. If it happens, unfortunately for 
both of us, that no order of yours has been 
among them, we sincerely seek an oppor- 


business existence. 
Hundreds of thou- 
sands of electrotypes, 
stereotypes, nickel- 
types — millions of 


why it should have been. 


however, 
would cost $7.50, plus $4.75 for the |a charge regardless of the size of 


Only this cost should be | 


(Grade | 


,of the full area of the electrotype. 
|The new standard scale established 


the halftone. 
| The code authority’s notice to the 
/industry said: 

“At a meeting of the code au- 
|thority in New York, various com- 
|plaints were registered for your 
area claiming that you did not make 
|a charge for half-tone rates in all 

instances and that this practice must 

be discontinued. The code authority 
| hereby instructs you to make the full 
charge for all halftones, in accord- 
_ance with the provisions of the stand- 
ard scale of electrotypes.” 

The letter concluded with a re- 
| quest that the code authority be ad- 
| vised “if and when this violation will 
/be discontinued.” 


Eastern Advertisers 
| Sxprese Their Fears 


Boston, Mass., May 31.—‘An ad- 
vertiser who uses a large volume of 
| printing may as well buy his own 
printing plant, because he is going 
to pay for one under the scale of 
prices laid down by the NRA.” 

This was the reaction of one agency 
production man following a visit from 
a printing salesman armed with all 
of the documents which laid down 
the price to be charged for any and 
all types and quantities of printing. 

“On a long run,” said this agency 
man, after surveying the price lists, 
“it makes not a particle of difference 
Whether the job is run 2-up or 24-up. 
The price is so much per thousand 
,additional and no deviation from the 
published prices is permitted. 

“There isn’t an advertiser in 
country of any size who doesn’t 
spend an important slice of his ap- 
propriation for printing, engraving 
and other promotion material. 


|oppose or ask for 
|these codes, nor have they any 
/means of expressing their opposition, 
| beyond the usual buyer's right not 
ito buy.” 


Publishers Alarmed 
Over Higher Costs 


New York, May 31.—Compilation of 
prices for printing now paid by pub- 
lishers, as compared with those of 
Jan. 1, 1934, has been undertaken by 
| the Code Authority for the Periodical 
Publishing and Printing Industry, 
George C. Lucas, executive secretary, 
|announced here. 

_ This action followed receipt by 
the NRA at Washington of many 
complaints from publishers, particu- 


|larly those on the Pacifie coast, of 


” 


,“unusual and unreasonable in- 
| creases in costs, due to advances in 


the prices of paper, printing, electro- 


| typing and photo-engraving. 
The publishers’ code authority is 
|asking members to provide data on 


| . . 
| comparative costs for use in combat- 
|ing what many regard as prohibitive 


| charges, 


The Associated Business Papers, 


the | 


Yet | 
these buyers had no opportunity to | 
modification of | 


ee 


Inc., following a discussion of costs 
at its recent meeting in White Sy). 
phur Springs, has also sent a ques. 
tionnaire to member papers, asking 
|for figures on paper, printing and 
| engraving prices now, compared with 
‘those in effect before the codes for 
| these industries went into effect. 


| William J. Dunn 
Takes Life in Eas 


William J. Dunn, former publisher 
|of the Times, New Bedford, Mass, 
took his own life at Fall River, Mass. 
| May 26. He was 68 years old. 

The Times was merged with the 
|New Bedford Standard in 1933, ang 
| since that time Mr. Dunn had devoteg 
himself to real estate. 


Change “Child Welfare” 


With its September issue, Chijy 
Welfare, official paper of the Nationa) 
Congress of Parents and Teachers 
will be issued as National Parent. 
| Teacher. The page size will he 
844x11% inches. 


“What’s this? 
Hasn’t Rapid 
picked up that 


copy yet?” 
“Sure. It’s 
back again!” 


Average 45- to 60-minute 
service from your call to 
our delivery. 


Photostats 


KAPID COPY SERVICE| 


(Vanderbilt 3-3680 
New York) piza 3-1360 


Cleveland: Main 9335 


; (State 6013-4 
Chicage ) crate 5980-I 


CHICAGO | 


225 N. MICHIGAN AVE 
STA.4047 

919 N. MICHIGAN AVE 
JUP.2621 

221 N.LA SALLE /TREET 
RAN. 3270 


AUTOMATIC LETTERS 


| 
Any Quantity—Low Rates | 


Mail Advertising 


Service 
‘Brass Knuckles 
ATiantic 1290 


Send for Free Booklet 
319 Fifth Ave., Pittsburgh, Pa. 


em LET US SERVE YOU ™ 


33 W.ADAMS ST. CHICAGO 
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ADVERTISING AGE 
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Shop Talk 


ADVERTISING AGE happens to be the only advertising publication 
which has consistently opposed Government regulation of advertising 
and advocated instead self-regulation by the industry itself. Sentiment 
seems to be rapidly developing to a point where an effective plan to 
clean up objectionable copy will have the necessary moral support of 
advertisers and agencies. In that event, give our editors a hand. 


rr 


Modern Packaging, whose advertising in ADVERTISING AGE 
started May 26, is one of the outstanding business publishing successes 
of recent years. While many publications give some attention to this 
interesting subject, Modern Packaging has made the field peculiarly 
its own, and puts out a journal which in format and editorial content 
ranks with the best in the country. D. E. A. Charlton, editor, is an old 
McGraw-Hill man, while Charles H. Breskin, business manager, won 
his spurs on Rock Products. They compose the Breskin & Charlton 
Publishing Corporation. 


Ar #A 


You have no doubt noticed that ApveRTISING AGE gives more 
space to the affairs of advertising clubs than any other advertising 
publication. We feel that these local organizations are doing a good 
job, in providing facilities for the discussion of advertising problems 
and in giving younger people in advertising an opportunity to learn 
from older and more experienced men and women. Incidentally, they 
are the backbone of the Advertising Federation of America, whose 
convention in New York June 17-20 will be one of the big events of 
the year in advertising. Better arrange to be there. 


a 


Business IVeek said something in its recent advertisement in 
ADVERTISING AGE on the subject of agency advertising—that is, adver- 
tising of agency service. While some of the agencies do unusually 
interesting promotional advertising in their own behalf, this is really 
a neglected feature of agency operation. Some of the best copy pre- 
pared by agencies for their own use, such as that of the Campbell- 
lkwald Company, Ruthrauff & Ryan, Russell T. Gray, Inc., O. S. Tyson 
& Co., Inc., and A. H. Fensholt, appears in ADVERTISING AGE. But we 
could take good care of a lot more. 


rrr 


This issue of ADVERTISING AGE contains the monthly Class ¢> 
/ndustrial Marketing section, a feature which we believe is of great 
value to industrial advertisers and all others interested in successful 
sales and merchandising activities in the expanding industrial markets. 
Industry is now speeding up, and industrial sales, for a couple of years 
very much deflated, are now coming back in fine style. Watch this 
section for news of what is happening in that interesting and important 
division of advertising and marketing. 


-  # 


Vhe remarkable increase in advertising lineage which ApVERTIS- 
ING AGE has recorded this year is due to a consider ‘able extent to the 
fine representation of the newspapers. A new advertiser this week is 
the Spokane Review-Chronicle, whose two-color page is a very impres- 
sive presentation of a great Northwestern market. Some of the best 
promotional copy in the field is now being produced by newspapers, 
Which are developing data of great interest and value to advertising 
executives. 
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Copies of this week’s issue of ADVERTISING AGE will be made 
available with our compliments to those attending the convention of 
the Association of National Advertisers at the Edgewater Beach Hotel 
in Chicago beginning Monday. 


|} Company, Inc., 


| ling Products, Ine., 


| BAYER TO CUT 
PRICE; ADOPTS 
NEW POLICIES 


New York, June 1.—The Bayer 
largest unit of Ster- 
has announced a 
reduction in prices of Bayer Aspirin 
effective to the public July 1, in con- 


|nection with which the company is 


taking three steps calculated to aid 


|in controlling the resale price of this 
| product. 


The new prices will be placed on 
all packages, and will be advertised 
to the public in newspapers and 


| magazines and over the radio; a min- 


imum resale price of 21 per cent be- 
low the average price is suggested 
to retailers; and the company is 
notifying all wholesalers and retail- 
ers of its firm intention to “exercise 
our legal right to refuse to sell to 
those who deal in our goods in a 
way which we believe to be damaging 
to our brands, our business, and our 
customers.” 

The newly lowered prices follow 
successful results from a reduction in 
the price of the 100-tablet package 
last year. The new prices, which will 
be advertised to the public, are: 

Tin of 12, 15 cents; bottle of 24, 
25 cents; bottle of 100, 75 cents. Sug- 
gested minimum resale prices are 12, 
19, and 59 cents respectively. Whole- 
sale dozen list prices are based on 
giving the retailer 33% per cent 
profit at the advertised price. 


J. & J. Plan Works | 


New Brunswick, N. J., May 31.— 
Sales of Johnson and Johnson's prod- 
ucts have been favorably, rather 
than adversely affected by the price 
maintenance policy which the com- 
pany put into effect July 1, 1932, it 
has been announced. 

Resale prices suggested for each 
product, it is explained, were suffi- 
ciently flexible to insure the success 
of special sales without preventing 
a reasonable profit for those drug- 
gists who did not conduct special sell- 
ing drives. 

In spite of the fact that the drug 


| business as a whole declined during 


1932 and 1933, Johnson & Johnson 
sales are reported to have shown in- 
with further improvement 
anticipated for the current year. 


creases, 


Movies Shown on 
Outdoor Display 


Los Angeles, Cal., May 31.—An out- 
door advertising display featuring 
movies in natural colors is tying up 
traffic on Wilshire Blvd. here every 
night, and is causing pangs of sor- 
row in the hearts of traffic officials. 

The board, which is 75 feet long, 
has set in it a movie screen 15 feet 
high and 25 feet wide upon which the 
color movies are flashed from a pro- 
jection booth at the back. 

The movies being run off at present 
depict merchandise and views of the 
interior of J. W. Robinson Company, 
local department store. 

The unusual outdoor display is the 
product of Twentieth Century Adver- 
tising Company, Los Angeles. 


Penn-Maryland’s 
Account to Fertig 


Effective July 1, all products of 
the Penn-Maryland Company will be 
advertised by Lawrence Fertig & 
Co., New York. The list includes 
Green River, Spring Garden, Red 
Top, Mellwood, Belle of Nelson, 
Shenandoah, Brigadier, Windsor and 
Old Prentice whiskies. Lawrence 
Fertig continues the advertising of 
Fleischmann’s”~ gin, according’ to 
Clayton W. Cousens, advertising di- 
rector of National Distillers Products 
Corporation. 

Erwin, Wasey & Co. will continue 
to place all other advertising of Na- 
tional Distillers Products Corpora- 
tion, of which Penn-Maryland is a 
subsidiary. 


How Are 275 


Other Papers @ 
Selling Space © 
United's Weekly Service for 


Newspaper Advertising Directors . ; 


| Tells you every Monday morning—what 


classifications are being worked with best 
results—new plans every week for selling 13 = 
space—merchants’ cooperative events—-spe ‘ 
cial pages and sections that “clicked.” 

We clip 275 papers every day—and send 
you every good idea from every paper. 
You see at the other paper's expense—just 
which plans you can work fastest, easiest 
and at greatest profit. 

Ideas—copy and layou's—for all plans $3.00 
per week. Sent on approval—no contract 
necessary—return the plans sent and there's 
no obligation. 


Exclusive to one newspaper in each city. 


UNITED SERVICE CORPORATION 


230 N. Michigan Chicago 


ome dae 


“Pages” / 
that SELL. 


Four pages—one sheet 
of sturdy bond paper 
—covering Il major 
headings about radio, 
newspapers, farm, 
trade or general maga- 
zines (regional or national)—now help publishers and 
broadcasters to sell more space or time. Furnish infor- 
mation this modern way. Agencies also use AMA 
forms as ‘‘questionnaires.”' ¢ ¢ Send for samples today, 
on your letterhead. No obligation to buy. 


ADVERTISING MEDIUM ANALYSIS | 
500 Sansome Street San Francisco 


“FOUR PAGES” 


Reg. U. S. Pat. Off. 


JESSHSTRIBLING 
AND ASSOCIATES 


ADVERTISING ART 
RAL 


cE 1590 
225 N. MICHIGAN AVE, CHICAGO 


w : 


A Complete 
Production Service 


TYPOGRAPHY “<— 

ELECTROTYPES eo 

MATRICES 

STEREOTYPES 

PRINTING : 
e 


Western ks 
Newspaper Union 


NEW YORK ;+ 310 East 45th St. 
CHICAGO + 210 So. Desplaine St. 


and 34 other cities pe 


se vere 


A quick and economical 
lithographic method of 
facsimile reproduction 
(Specially adapted for short 
run work) that will afford 
you a substantial saving 
on many of your printing 
requirements. 


Write or phone us for Samples 
and complete information 


Econo-print Department 
MAGILL-WEINSHEIMER COMPANY 
1333 SOUTH WABASH AVENUE, CHICAGO 
Telephone Calumet 7200 
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“BEHIND THE SCENES" TESTIMONIAL 
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This fat man’y WAMSUTTA SHEET # stil strong 
AFTER 326 LAURDERINGS . 13 YEARS OF HARD WEAR 


we had Wanmsurts sheers lean weight has 4 w“ 
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William Benoit, New Bedford, Mass., laundryman, does not object to 

being called a fat man, nor to having his personal sleeping habits 

publicized, this page advertisement for Wamsutta Mills, which ap- 

peared this month in "Vogue" and will run next month in "The 
New Yorker,” indicates. 


ESSO COPY GETS SLIGHTLY MORE POINTED 


FAMILIAR PIGURES IN BUEL WICTION 


aa Mem 


The owl says: “I've been quite confused 
By recent gas claims I've perused, 

Which have about as much conviction 
As a piece of lurid myst’ ry fiction!”’ 


We have confined ourselves strictly to straightforward stetemena 
of fact regarding Essolene. We say it guarantees smoother per- 
formance, and the world’s leading oil pany stands sq ly 
behind this guarantee. All we ask is that you compere Essolene 
with any other motor fuels and then draw your own conclusions. 


(Bssolube Motor Ol 4n-the crankcase enables Essolene to do its,best| 


morose Teaver 
INFORMATION Fare 


AT RHPOULAR GASOLINE PRICE SAX — 
When earring on 6 ote, 
pation fad E50) | 
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COLONTAL BEACON OITL*® COMPANY, INCORPORATED 


Esso's parrots, heretofore mouthing phrases which might apply to 
competitors in general, become disconcertingly specific in this news- 
paper copy released last week. 


CHEERFUL ANIMALS HIT THE TRAIL FOR STANDARD OIL 


Three complete parade units, featuring animated animals, are now wending their way through the market. 


ing territory of Standard Oil er of Indiana, impressing the public with the fact that S. O.'s gas now 


CONTEST ON BAG 


GIVE THIS PICTURE A TITLE 
IN TEN WORDS OR LESS... 
WIN ACASH PRIZE! Enter as 
Many Titles as You Want 


~ Cash Prom! New F 
nee Banane Bag beings io 


FRUIT DISPATCH CO. 273 Weconsm 


You.can get BANANA BAGS at all stores in Milwouber ( . Laifrest Bananas 


ponty carswng Us 
(Mr Grocer Be sure your jomber gives you « full supply of Benene Bags) 


A new type of contest revolving 
around a picture printed on the 
bag in which bananas are sold is 
being promoted by Fruit Dispatch 
Company. This four-column news- 
paper copy ran in Milwaukee, 
where the contest idea is being 
tested. 


AWARD FOR MERIT 


~ cy \ y , ’ 


Nan M. Collins, president, Phila- 
delphia Club of Advertising 
Women, presents a _ two-year 
scholarship to Eleanor Morrow, 
honor student in the club's seventh 
consecutive advertising course, as 
Blanche E. Clair, chairman of the 
committee in charge, looks on. 


as "live power." (Story on Page 13.) 


CHIFFON SCREEN PRODUCES UNIQUE EFFECT 


J. R. Armstrong of Russell T. Gray, Inc., who edits "The Needle’ 
Eye,’ house organ for Union Special Machine yon dag achieved 
this unusual effect in a recent issue by stretching a very sheer chiffon 


stocking over the original picture, and rephotographing it. 


WINDOWLESS STORE BEING BUILT FOR SEARS 
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A distinct departure in retail store construction is this five-story 
windowless store now being erected for Sears, Roebuck & esd 
63rd and Halsted Sts., Chicago. It will be completely air conditione® 
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SELL REFINERS 
ON IDEA OF OWL 
SEALED-IN-GLASS 


Group from Field Works to 
Common End | 


——EEEEE 


York, May 31.—-The war 
bootleg lubricating oil for 
motorists, which has received the 
backing of certain tin can manufac- 
turers, holds prospects of developing 
on another front, as indicated by the 
trade paper campaigns of three man- 
ufacturers interested in use of refin- 
ery sealed-in-glass packages. 

The three campaigns were started | 
simultaneously and with a certain | 
amount of cooperative planning on 
the part of Owens-Illinois Glass Com- 
pany, Toledo, O.; Aluminum Com- 
pany of America, Pittsburgh, Pa., and 
Oil Products Appliance Company, 
East Moline, Ill. Publications used are 


Ne Ww 
against 


National Petroleum News, Lubrica- 
tion & Maintenance, Petroleum Mar- 
keter, and World Petroleum. 


The three companies advertising 
the idea are directing attention of 
the oil industry to the advantages of 
the bottle over tin can refinery- 
sealed package. 

Full pages in trade publications 
feature the fact that the customer 
can see the oil he is buying when 
bottle-sealed, can view its color and 
by shaking and turning the con- 
tainer, get an idea of its viscosity. 
This, of course, is an argument 
which the can people do not possess. 


Economy is Fraternal 


The second major sales argument | 
of the bottle group is the economy | 
promised by this method of retail | 
distribution. It is claimed that the | 
bottled oil will sell faster and that | 


use of the bettles over and over 
again will produce a_ cost 
slightly 

bulk figure. 

On the economy theme, it is | 


pointed out that experience proves | 
bottle breakage to be very small. At | 
the filling station, breakage is neg- 
ligible. In all, the breakage figure 
Tuns Irom one-fifth to one per cent, 
it is stated, 

Considering the initial cost of bot- 
tles, breakage, the re-use of bottles 
Many times, purchase of trays and 
spouts, cost of capping, washing and 
filling machinery, handling and 
‘ransportation by truck and liberal 
annual write-off of about 20 per cent, 
the cost of retailing bootleg-foiling 


bottled oil is estimated at 1% cents a} 


‘uart above bulk cost figure. 
In the trade journal advertising, 
each of the three companies stresses 


pr Outstanding points favoring the 
£lass 


only | represents 


| 


sealed plan, but, each, of 
“ourse, puts greatest weight upon its 
OWN product. 

The pages, by chance rather than 
prearrangement, were grouped to- 
sether in some of the publications 
"sed, and had the appearance of a | 
‘Olor insert. The advertisers had no 
"ag n of creating this impression, 


and in fact would have wel- 


ns the spreading of the copy 
Mrou iout the magazines in order 
aR mt in the full value of repeti- 
“onal effect, 


in the copy was obtained by 
ireculation of rough proofs 
the advertisers. 

rking up the idea, the sealed 
ion served as a key. This 


ALL AIMED AT SAME GOAL 


FOR ALL THE OiL | DISPENSE 
Beurine Your Brand Name 
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sealed in 


GLASS 


1S A REVOLUTIONARY 
SALES-GETTING IDEA 


S 


real tamper-proofing 
with real economy... 


LDY SEAL does the trick 


Four color pages from one issue of an industrial paper all directed 
to oil refiners to convince them that motor oil will sell better to car 


owners if bottled and sealed at the refinery. 
operation in advertising and merchandising. 


the Aluminum Company 


greater per quart than the|of America’s contribution. Since the PROSPECT CAR 


plan involves a method to prevent 
cil bootlegging at filling station, com- 
bined with the sales appeals of vis- 
ibility of the product, and econemy, 
the seal became a pivotal issue and 
each piece of copy featured it in 
some way. 


All Show Seal 


A result of this semi-informal co- 
operation was the use of a golden 
yellow color in the oil journals. 
Since it had not been available to 


advertisers in these mediums before, | 


the color stood out very strikingly, 
and created a _ better product at- 
mosphere for the copy. 

Owens-Illinois, with 


its bottles to 


| sell, stressed visibility and economy 


as potent sales arguments. Oil Prod- 
ucts Appliance Company, a unit of 
American Machine & Metals Com- 
pany, Inec., is interested in helping 
the other two advertisers because it 
has a metal shipping and display 
case to sell. The market for all con- 
cerned is quite large. 

From the marketing standpoint, 
the advertisers present a plan which 
would have the lubricating oil sealed 
in bottles at the refinery. 


| Aluminum company’s Goldy seal can 


be applied only by specially designed 
machinery which is available only 
en a rental basis. 

The reason this seal is held to be 
effective is the difficulty of its appli- 
cation. This is said to be far greater 
than that of 


CC conrtrnrite d on Page %) 


The | 


soldering new tops on 


An example of co- 


CALLED KEY T0 
SALES PROBLE 


Service Explains Effective 
“Problem Approach’ 


Cincinnati, O., May 31.—The blame 
for poor salesmanship was taken off 
‘the shoulders of the salesman and 
presented to the management, par- 
| ticularly the advertising department, 
by George L. Service, advertising 
|manager of the Edwards Manufac- 
turing Company, in addressing the 


May meeting of the Cincinnati Asso- | 


ciation of Industrial Marketers. 

Mr. Service discussed the ‘Prob- 
jlem Approach to. Selling,” which 
means an interpretation of the prod- 
‘uct in terms of the prospect’s needs. 
But the management, he held, should 
provide the information which will 
enable the salesmen to make this in- 
| terpretation. 

Mr. Service selected the restaurant 
field as an example. He said that if 
the prospect cards in this or any 
other industry contain the proper in- 
formation, the job of the salesman 

(Continued on Page 11) 


Machine Tool Heads 
Urged to Give More 
Thought to Selling 


Chicago, May 31.—Following 
days of group meetings devoted to 
| discussion and a study of the prob- 
|lems of the machine tool and forging 
| machinery industry, the 32nd Spring 
Convention of the National Machine 
Tool Builders’ Association closed 
with a morning session last Friday 
devoted to the selling end of the 
industry. 

This phase of the industry's prob- 
lem was handled in a forceful, dra- 
matic manner and ended the confer- 
ence with the spirit of a pep meeting. 

In treating his subject, “Selling In- 
dustry and Industry Selling,” Her- 
/man H. Lind, general manager of the 
association, related how the effort of 
the organization had been instru- 
mental in creating three million dol- 
lars worth of machine tool business 
from the Navy Department, and how 
a continuation of this effort has re- 
sulted in a request to the Public 
Works Administration by the Navy 
{for an additional three and a half 
| million dollars for machine tools, and 
j}a two and a half million dollar re- 
|quest for the same purpose by the 
|; War Department. 
| 


Suggests Government Orders 


| Mr. Lind asserted that the ma- 
chine tool industry should have no 
compunction about going after gov- 
/ernment business aggressively, be- 
cause, he said, it is one of the cases 
/above all others where the govern- 
ment gets a product it needs for the 
money it spends, most all of which 
into wages either directly or 
indirectly. 

Mr. Lind is of the opinion that part 
of industry’s plight is due to the fact 
that too many people do not under- 
stand what industry is all about. 
This condition, he contended, is be- 
cause most people judge industry as 
|'a whole from the earnings figures of 
‘large corporations reported by the 
press, and the great publicity given 
to those concerns listed on the stock 
exchanges. 


Should Educate Public 


goes 


“It is essential,” he said, “that the 
true picture of American industry be 
presented by a cross-section showing 
jin the same way the status of the 
small industries scattered through- 
out the nation, which in total em- 
ploy the great proportion of the 


| N.LA.A. Meet 


| To Cincinnati 
In September 


The 1934 convention of the 
National Industrial Advertis- 
ers Association will be held in 
Cincinnati late in September. 
Announcement to this effect 
was made this week by H. F. 
Barrows, Austin-Western Road 
Machinery Company, Chicago, 
president of the N. |. A. A. 

William McFee, American 
Rolling Mill Company, Middle- 
town, O., is president of the 
Cincinnati Association of In- 
dustrial Marketers, which will 
be the host of the convention. 
The Queen City association 
is one of the oldest and livest 
in the N. I. A. A. group. 


two | 


workmen and on whom these work. 
men are dependent, 

“It is not hard to realize that it 
would have been better had industry 
done some things quite differently 
heretofore. At the head of the list 
I would put the general education of 
the country concerning the funda- 
mental truths of industry, and the 
relation between, and the _ interde- 
pendence of, industry, agriculture, 
labor and finance,” 

A very necessary place to start this 
educational process, he advised, is 
right at home—right within individ- 
ual organizations with the salesmen, 
engineers, and shop executives. He 
also urged manufacturers to work 
closer with their representatives in 
Congress, to give them the experi- 
ence of their business problems. He 
further suggested that they should 
bring these representatives into their 
very plants to see how products are 
made and sold, and to get first hand 
information on the real relationship 
of management and men. 

In treating the last half of his sub- 
ject, Mr. Lind made a plea for a 
broader attitude in selling. 

Outlines Procedure 

“It is my firm conviction,” he 
stated, “that the return of the capital 
goods industry to a proper basis is 
dependent on salesmanship, and that 
its burden is to sell itself not on the 
basis of what the industry needs, but 
on the basis of every person, every 


group, and every section needing 
what this industry is prepared to 
give. 


“In a broad and general way, the 
domestic market for machine tools 
will come, first, in the modernization 
and rehabilitation of existing plants, 
and, secondly, tools required to man- 
ufacture new products, and normal 
plant expansion. The educational 
work that has been going on pro- 
moted chiefly by industrial papers, 
has presented in a strong manner 
the need for modernization, but the 
shorter hour and higher wage re- 
quirements make economical manu- 
facture of products in competitive 
fields a necessity.” 

Heitkamp Talks 

Frederick B. Heitkamp, general 
sales manager, Cincinnati Milling 
Machine & Cincinnati Grinders, Inc., 
focused attention on the more indi- 
vidual and personal elements of the 
selling problem in his talk on “Sell- 
ing Technique,” aided by a series of 
title cards bearing the subdivisions 
of his address. 

In commenting on the outlook for 
sales in the machine tool industry, 
Mr. Heitkamp termed it encouraging 
and said that selling would be mate- 
rially easier from now on because it 
would be done on the upgrade of the 
cycle. 

In preparation of his talk, Mr. 
Heitkamp asked many buyers of ma- 
chine tools what they thought of the 
present selling technique of the in- 
dustry and obtained the opinion that 
there were too many order takers in 
the field and not enough men with 
technical training and helpful knowl- 
edge to assist them in their pur- 
chases of machine tools. 

Over 90 per cent of those he ques- 
tioned stated that standard machine 
tools are bought, and that only spe- 


|cial tools are sold by the salesmen. 
(Continued on Page 12) 
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story to dairies through these pub- 
PAPER BOTTLE =~: 


MAKES DEBUT TO 


DAIRY INDUSTRY 


Industrial Papers Used to 
Open Field 


New York, May 31.—Dairy papers 
are being used in the initial effort to 
introduce a new paper container 
sponsored by The Reed Company and 
suited to needs of distributors of 
many commonly used liquids. 

The firm decided to start with the 
milk industry because of its extent 
and the many special advantages the 
“paper bottle” offers both dealer and 
consumer. Later the campaign will 
be enlarged, it is expected. More 
mediums will be employed to reach 
dairies and work will start in other 
industries. 

April and May issues of The Milk 
Dealer and Milk Plant Monthly each 
carried two-page, two color announce- 
ments of the container. Present 
plans are to continue carrying the 


Dairies Show Interest 


That the dairy industry is consid- 


many replies to a coupon contained 
in the spreads. 

The agency handling the Reed ad- 
vertising is Freiwald & Coleman. In- 
/troduction of the idea to the con- 
|sumer will be handled by dairies and 
| other firms who adopt it. 


f bottle is indicated by receipt of 


| bottles. 


It eliminates pick-up of | 
empty bottles, also loss from broken | 
bottles, which sometimes runs 20 to 
25 per cent. It does away with space 
required for bottle storage and with 


ering seriously the benefits of the pa-| bottle cleaning and sterilizing ma- 


chinery. 
Has Many Advantages 


Advertising to the dairies also is | 
stressing the fact that because of | 
light weight and compactness of the 
paper bottle, twice as many can be 
Use | 


carried in the delivery wagon. 
of corrugated cases for handling seal 
2 B. : : .. | the cold in and the heat out in sum- 
| container. Dairies switching to it) mer, avoiding necessity of icing the | 
| will install machines which form the | wagons, 
| paper bottle, sterilize and paraffin- | Consumer convenience angle being 
seal it, fill and close the top, all in | sold to dairies is that the package | 
one continuous operation. Only two lis made sterile just before the milk | 
workmen are required. enters it and the paper bottle is de- 
Introduced in Philadelphia 'stroyed after use. Other advantages | 
The first machine was installed in | are that when open a dripless pour: | 
a Philadelphia dairy last month and|ing spout is formed. 
three others will be put into opera- One of the uses to which it may | 
tion there shortly. |be put in the future is in distribu- | 
The story being told the dairy in-|tion of motor lubricating oil. Oil) 
dustry is one of economy and con-|stored experimentally for several | 


The problem involves more than 
the mere sale and delivery of the 


‘containers cost less than one cent|on account of the package. The clip | 
each, including filling, or about half | at the top may be squeezed into the 
the cost of using the glass bottle, an| paper so tightly, or riveted in such 
official stated. manner, that it makes an ideal anti- 
It offers a surface on which the| bootlegging container with advan- 
dairy may print an advertising mes-|tages over both tin and glass, ac- 
sage, which is not possible with glass |cording to officials of the company. 


| venience as well as advertising. The|months has not leaked, nor changed sti 


——<— 


PROMOTING A NEW DRESS FOR MILK 


JERE’S AN ENTIRELY 


Industrial papers in the dairy field 


KIND OF BOTTLE 


are carrying this spread in colors 


to introduce a machine which forms, prints, paraffins, fills and seals 
this new milk container developed by The Reed Company, Inc., 


New York. 


Joins Ryan Metallic 


W. J. Sullivan has joined the Ryan 
Metallic Packing Company, Chicago, 
as vice president and sales manager. 
He was formerly secretary to the 
president of the United States Steel 
Corporation. 
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EDITORIAL ENTERPRISE 


cli 


LOS ANGELES 
1031 South Broadway 


The most important factor 
in advertising results 


Only a publication that serves its readers well can 
offer real advertising efficiency! 


THE NATIONAL PROVISIONER has been serv- 
ing the meat packing industry for 45 years — and 
serving it well! It has filled the needs of the indus- 
try —its EDITORIAL ENTERPRISE has exerted 
tremendous influence on the men responsible for 
shaping policies, guiding operations and instituting 
purchases in The Nation’s First Industry. 


The success of THE NATIONAL PROVISIONER 
has been possible only because it knows the needs 
of the meat packing industry. Its editors have years 
of practical experience in the field and are well 
qualified to offer valuable suggestions for increas- 
ing packing plant efficiency. Advertising in THE 
NATIONAL PROVISIONER is doubly effective 
because you reap the benefit of THE NATIONAL 
PROVISIONER’S influence on packer purchases! 


Send for New Booklet 


listing in detail the outstanding editorial 
campaigns appearing in THE 
NATIONAL PROVISIONER during 1933 - 1934. 


Your copy is ready! Send for it today. 


THE NATIONAL 


Provisioner 


MAGCARINE OF THE 


Meat Packing and Allied Industries 


CHICAGO: 407 S. Dearborn Street 


NEW YORK 
300 Madison Avenue 


Urges Need of 
Larger Budget 
For the Editor 


Chicago, May 28.—Larger editoria! 
budgets are required to enable busi. 
ness publications to take advantage 
of current opportunities, asserted 
S. B. Williams, general manager of 
Electrical Contracting, in an address 
before the Chicago Business Papers 
Association today. 


editorial job would enable the busi- 
ness publisher to sell subscriptions 
and advertising at lower cost, and 
urged greater cooperation among the 
various departments. 

“One of the things most seriously 
needed today,” he said, “is a greatly 
increased travel allowance and an in 
crease in staff. In spite of reduced 
volume of business, there is a tre 
mendous amount of news in the field 
of every publication. New conditions 
are bringing new solutions, new prac: 
tices, new methods. There is only 
one way to get this information and 
that is by larger staffs and more 
travel.” 

He also suggested that since adver 
tisers want more intimate informa 
tion about trade and industrial! fields 
from advertising salesmen, the latter 
would profit from making contacts 
as subscription representatives. 

He predicted that the successful 
advertising salesman of tomorrow 
may come from circulation or edi: 
torial work. 


McFee Again 
Is President 
At Cincinnati 


Cincinnati, O., May 31.—William E. 
McFee, of the advertising departmet! 
of American Rolling Mill Compan): 
Middletown, O., was elected presidet! 
of the Cincinnati Association of In: 
dustrial Marketers at the annua 
meeting last week. While Mr. M° 
Fee’s election was a foregone contll' 
sion because he headed both ticket 
the meeting was of special interes! 
because of the prospect that Cin! 
nati would entertain the National !* 
dustrial Advertisers Asseciation t 
year. 

The staff which will assist Mr’. Me 
| Fee in conducting the C. A. I. M.* 
|as follows: Alexander Thomso! st 
|Champion Coated Paper Compal! 
vice-president; Allan E. Beach, Litt® 
‘ford Brothers Company, secret@” 
treasurer (re-elected). 


Active directors chosen ar H. . 
| Mercer, American Rolling Mill Co” 
'pany, and C. W. Riefkin, New?™ 
Rolling Mill Company. Howard Cam? 
| bell, Modern Machine Sho). was 


elected associate director. 9 

Mr. McFee appointed an entertal 
ment committee to arrange the club 
summer frolic. Colter Rule, Cham? 
ion Coated Paper Company is ¢h@" 
man. 
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ADVERTISING AGE 
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5 MeGRAW-HILL 
MEN ELEVATED 
TO NEW POSTS 


New York, May 31.— Tomorrow, 
uM. W. Perinier and John Manly 
Rodger Will start signing their mail 
as vice-presidents of McGraw-Hill 
Publishing Company, in accordance 
with their recent elections as re- 


ported in the May 19 ADVERTISING 
AGI 
“Sam” Perinier, by which name he 


Glaring Sales 
Errors Recited 
By Mill Buyer 


Chicago, May 31.—Some industrial 
salesmen fail to get orders because 
they neglect to identify either them- 
selves or their companies, according 
to A. H. Fitzgerald, purchasing agent 
of the Kalamazoo Vegetable Parch- 
ment Company, Kalamazoo, Mich. 

Mr. Fitzgerald made this amazing 
statement in an article in the May 
issue of The Paper Industry. 

“It is surprising to know the num- 
ber of salesmen who have called on 
me only two or three times,” com- 
mented Mr. Fitzgerald, “yet take it 
for granted the next time they call 
that all I have had to think about 


familiarity ask how I am, perhaps 
talk a bit about the weather, and 
then ask if there is anything up in 
his line today. 


“Of course, I will answer in the 
negative and he will leave without 
having mentioned his name, the com- 
pany he represents, or the product he 
is selling. I do not think any sales- 
man should take it for granted that 
the buyer remembers him or his 
product until the association has 
been so long established that there 
is no question about it.” 


Mr. Fitzgerald criticized sales or- 
ganizations for burning zeal in get- 
ting orders, but their absolute neg- 
lect of proper follow-up in many in- 
stances, even in the case of orders 
which have been telegraphed or tele- 
phoned. 


The purchasing agent believes 


salesman was in conference and 
could not be disturbed. 


Exhibitors Council Sets 
Up New Show Committees 


In order to secure a shorter and 
more truly indicative name, the 
Exhibitors Committee Industrial and 
Power Shows, Inc., has changed its 
name to Exhibitors Advisory Coun- 
cil, Inc. E. J. Billings, The Babcock 
& Wilcox Company, New York, is 
president; W. A. Hemming, 330 W. 
42nd St., New York, is executive sec- 
retary. 

The organization, originally formed 
in 1926, is a non-profit body com- 
posed of manufacturers associating 
themselves together for the purpose 
of research and improving conditions 
relating to industrial shows and ex- 
hibitions. 


New Truck at 
$595, Story of 
General Motors 


Detroit, Mich., May 31.—General 
Motors Truck Company has initiated 
a new campaign marking its entry 
into the low price field with a new 
one and one-half ton truck available 
at a base price of $595—the lowest 
list price ever carried by a General 
Motors truck of equal capacity. 

The campaign is largely a test to 
note industry’s reception of a well 
known truck at the new low price. 
Copy will run in Automotive Daily 
News, Commercial Car Journal, Fleet 
Owner, and Power Wagon. There will 
be some copy in a magazine in the 
general field and on the posters. 
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many orders are lost because of in- The advertising emphasizes the 
since they called last are them and | experienced girls at the switchboard. Show committees have been set up| combination of style, dependability * 
their concerns. He told of one instance where he|to cover activities in the textile, min-|and ruggedness of the new model. # 
“This type of salesman will breeze| wished to place an order by tele-|ing, electrical, machinery, chemical, |Campbell-Ewald Company, Detroit ‘ 
into the office and with an air of|phone, but was informed that the| petroleum and other industries. agency, is in charge of the campaign. iy 
- 3 
4 a 
‘ 
John Manly Rodger M. W. Perinier : 
Tr is known in the field and to his fe pes fo  aviaga > feat 2 i “a x > 
friends, moves to New York from . s Eas * - = 
Cleveland, where he has been serving +; 3 7 ; “i : 2 
ia) the company as manager of the cen- t Bink <<) o>. Soke Ts oy : ya ae : 
tral district, to assume his new duties a F) Ba pitas ia ad , ne a é 
i in charge of group account sales. He ak Pa 7 
8) has been with the McGraw-Hill or- a 
- ganization for 21 years in the roles of a 
* copy writer, circulation salesman, : 
” space salesman and district manager. 4 
He is a graduate of University of y hy a 
Michigan with an A. B. in journalism. , ~ — 
vet Before leaving for New York, m., 
is friends of Mr. Perinier tendered him ai if 
or a testimonial dinner at Hotel Statler, a 
nd Cleveland, which was attended by ad- 
the vertising and publishing executives, te . 
many from distant cities. Pr : 4 
sl} kh. R. Haynes has been appointed to ai : 
Uy succeed Mr, Perinier as manager of ee. 4 
~ the central district. ‘ a 3 
ced Mr. Rodger’s promotion to Chicago i a 
wi resident’ vice-president follows ten " a 
eld years’ of work as general manager of — 3 
8 the western district, during which he ee 
a has had the three-fold assignment of ee ee F 
en representing the company in that ter- " - 
- ritory, directing the manifold activi- AG ‘ age 
one ties of salesmen and others, and on “4 . : 
= doing a large amount of personal sell- 2 s # , 
ing, particularly on group sales. In 4 i : 
as his new role, he will be in executive Pa dy = . 
tet charge of the company’s activities in : it i 
ore Chicago and the west. isi ‘ 
Other important personnel changes 
ful announced by McGraw-Hill this week 
a include James O. Peck, who has been 
si transferred to the Chicago office as 


assistant general manager. He will 
devote much of his time to group 
sales activities. 

H. k. Christiansen, who has been 
on leave of absence with the Machin- 
ery and Allied Products Institute, has 
been recalled by the company and 
elevated to the position of western 
Manager of Business Week. 


in IbI4 A.D 


put authorship on a cash basis 


The first authors were paid in copies of their books. 
It was left to the authors to convert these volumes 
into money. Later John Froben, a printer of Basel, 


the five desirable qualities long sought in book 
papers —strength, opacity, smooth surface, uniform - 
color, and proper ink absorption. " pre 


Chain 


India? 


O’Leary Made Chairman of Switzerland, arranged with the great scholar Erasmus Kleerfect is the newly developed uncoated book 
est Machinery Code Authority to pay cash for his works. paper that can be printed on either side with 
ny, ion W. O'Leary, president of the The paying in cash was a necessary step in the _—_ equal results in one or more colors because it is a 
lent vactitery and Allied Products Insti- —. d blishi basa a. t | d finish both id d : Nee 
“ ‘ute, has been elected chairman. of printing and publishing business. alike in color and finish on sides, due to special 
' he authority hod A ° ° . : 
ual a le Mac —* the ma Imagine a writer today accepting books or mag- _ processing. 
Mec ; cad ° : . . . . — ho ee 
ye wee Mr. O'Leary the authority azines as compensation. No, under such crude Revolutionary in its printing possibilities, Kleer- 
clude: P. C. Brooks, execu- — . . . . 
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The Picture of the Factory Means 
Something, After All 


It used to be the fashion to ridicule | 
advertisements, especially those of | 
companies selling to industry, which | 
featured pictures of the factory aca) 
the product was made. Illustrations | 
of this kind were treated as belong- | 
ing in the same category with the | 
whiskers of the founder of the busi- 
ness. 

So many things have happened dur- | 
ing the past few years, however, and 
buyers of industrial equipment 
interested in 


are | 
the stability | 
of the houses serving them, that in- 
formation about the factory, includ- 
ing illustrations size, 
facilities and personnel, is again very 
much in Nobody need laugh 
at the industrial advertiser who uses 
space to show that 
soundly financed, 
produce geod 


so much 


showing its 


order. 


the 
well equipped to 


products and well or- 


ganized to render service to Ccus- 
tomers. 
The sales executive of a leading 


machinery manufacturer recently 
commented on the fact that a great 
many more buyers than formerly are 
now making a habit of visiting the 
plants from which they buy. They 
are interested in seeing the engi- 
neering and production staffs whose 
technical skill determines the value 
of the products of the factory. 
want to know what kind of 


They 
service 


company is 


they will get if they install the equip- 
ment they have in mind, and they 
seek more than the ordinary assur- 
ances that their investments will be 
profitable. 
Salesmen are now bringing live 
prospects to the factory to look over 
the plant, discuss engineering details 


with the designing department, and 


get acquainted generally with the 
company which is seeking to serve 
them. Hence the advertising may 
very well devote some space, at least, 
to describing the institution back of 
the product, and giving assurance 
that the needs of the buyer will be 
served tor as long as necessary after 
the equipment is purchased and in- 
| stalled. 

Industrial buyers today are seeking 
satisfactory performance and better- 
than average service. These things 
depend to a large extent on the house 
back of the product. Advertising copy 
may therefore be made decidedly 
more interesting and useful to the 
prospective purchaser by telling him 
something about the company which 
is asking for his order. This infor- 
mation will prove more interesting 
and useful than was formerly the 
case, and will help to build up that 
feeling of confidence which is today’s 
greatest need in successful industrial 
marketing. 


Method of Distribution Depends on 
the Product 


There is probably no more debated 
question in the entire field of mar- 
keting to industry than the method 
of distribution. So changes 
have been made in recent years, many 


many 


of them by houses in the same field, 
that it is more and more difficult to 
generalize accurately as to the best 
method of reaching the consumer of 
industrial goods. 

It has always been considered that 
distributors, including 


jobbers and 


dealers, function best in the case of | 


standard, stock items, which require 
comparatively little engineering serv- 
and the 
which not demand technical 
skill on the part of the salesman. On 
the other hand, it has been assumed 
that products in which engineering 
questions are involved could be best 
handled by specialists trained by and 
directly representative of the manu- 
facturer. 

The latter method of distribution 
has in most cases represented 
more costly means of reaching indus- 
trial buyers, but on the other hand 
has been regarded as capable of pro- 


ice, installation or use of 


does 


ducing the maximum volume. But 
in periods of reduced volume, the rise 
in costs of selling force many con- 
cerns to abandon their own sales 
staffs in favor of distributors, thus 
gaining fixed and usually reduced 
sales costs, without much immediate 
sacrifice of volume. 

Now that normal conditions are 
gradually returning, manufacturers 
will be studying more carefully than 
ever the question of how to sell to 
| the best advantage of themselves and 
their customers. Obviously it is a 
short-sighted plan which reduces 
sales costs at the expense of proper 
service to users, and on the other 
method of distribution is 
sound if it involves such high costs 
as to make reasonable prices unprofit- 
able. 

CLAss & INDUS?YRIAL 
plans to report the experiences of 
;Manutacturers who have changed 
their methods of distribution, and 


later to summarize the findings of 


hand no 


MARKETING 


the successful houses using various meth- 
j 


ods of selling. We believe this in- 
formation will be especially useful at 


| this time. 
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THE FAR-REACHING EFFECTS OF PRODUCT DESIGN 


—The New Yorker 
"Her mother was frightened by an Airflow Chrysler." 


Voice of the Industrial Advertiser 


Zoo’s Right? 


To the Editor: I have been read- 
ing your paper quite a bit lately, and 
it seems to me you got a lot of good 
common ordinary horse sense, so I’m 
coming to you with my problem. 

You see, I’m only a poor advertis- 
ing and sales promotion manager of 
a company what builds one of the 
fastest, fimest, most accurate, yet 
most powerful metal production 
lathes on the market. 

Well, sir, my takes a trip 
down New York City way and bumps 
into one of them smart Aleck adver- 
tising agency men who tells him 
what we need for a trade-mark for 
this here lathe is a animal. “Ah,” 
he tells the boss, “here’s just the one 
you ought to have, and you can use 
the slogan, ‘There’s no stopping 
him.’ ” 

Then he springs a Rhinoso (well, 
you know what I mean—one of them 
ugly, thick-skin beasts of the ungodly 
jungle) on him. The boss swallows 
the whole thing (not the animal— 
the idea) and comes on back home 
all jungled up that right away we 
ought to use that there animal in 
our advertising. 

“But,” says I, to the boss, “how in 
the name of Hades can you hitch up 
a Rhino, that’s a brute what can’t 
be controlled under any condition; a 
beast with not the teeny-weenyest bit 
of precision; an ugly looking, un- 
gainly roamer of the wilds, with our 
easily operated, well designed, high 
production, precision lathe? 

“Our lathe don’t have to get mad 
to show its unlimited strength, and 
nothing under God’s good Heaven 
can throw it off its balance and 
smooth performance. How come you 
let that guy talk you into such a 
fool idea?” 

“Well,” the boss explains, “he told 
me we should have something to 
startle the eye in our trade paper 
ads, for trade paper advertising is 
practically all alike, and now, with 
this animal picture at the top of our 
ad it would halt the reader.” 


Cage 2 


boss 


“Sure,” says I, “trade paper ads 
ure pretty much drab and uninticing, 
and I agree with you there, but why 
not use a pretty girl instead of 
this here snout-horned, over-lapped 
leather carrier? <A pretty girl show- 
ing just enough of her dimpled knees 
would stop a darned sight more trade 
paper readers (if I know anything 
about them) than any other stop 
sign I can think of offhand. 

“So, the boss he gets to thinking it 
over, and writes down to that ill- 
adviser of his in N’York, telling what 
I'm kicking about. Right away back 
comes a letter what says, “That ad- 


vertising manager of yours might 
mean all right, but he’s talking 
through his Stetson. Look at all 


them people what use dumb animals 
and our feathery friends for trade- 
marks! Look at the rooster Pathe 
Pictures uses! Look at the Metro- 
roldwyn-Mayer lion! Look at that 
camel what that oil-less bearing com- 


pany in Philadelphia uses! Look at 
the Indian Pontiac uses!” 

I wonder he didn’t mention the 
duck Joe Penner uses, for, in fact, 
he mentioned and told the boss to 
look for every kind of animal every- 
body uses but the Buffalo Uncle Sam 
uses on nickels. 

Was I stumped? Did I give up? 
No, sir, dear Mr. Editor, for I could 
see good sound reasons for all them 
people using that type of trade mark, 
but still just couldn’t see why we 
should use a Rhinos (you know). 
And so the argument waxed hotter 
and hotter, and I decided, seeing that 
the boss couldn’t be thrown off an 
animal, to suggest an elephant. 

“Look at this animal if you want 
to see an animal as is an animal,” I 
tell him, “here’s a baby what can 
pick up a pin or push a pyramid 


over, showing both precision and 
strength, just like our lathe. It’s got 
accuracy; it’s got stamina; in fact, 


it’s got everything people what use 
it want and need, just like our lathe 
has. It’s got everything in its favor 
when compared with a clumsy, blun- 
dering, dagger-tusked Rhinoceros” 
(there, I spelled it). 

Cage 3 

So now the boss is half peeved at 
me for making a monkey out of his 
Rhinoceros minded friend and I’m 
coming to you for your opinion. 
What do you think of this whole 
illogical, zoological discussion? Who 
should head our parade, the Elephant 
or his cousin the Rhinoceros? 

If you or any of your metal work- 
ing friends, would like to try one of 
our lathes before making a decision 
I'll see if I can arrange it—that is— 
if I'm not fired over this before I get 
your reply. 

Zoo long, 
ANIMAL CRACKERED. 


On Second Thought 


To the Editor: Have you ever 
stopped to consider what advertising 


managers are thinking about today 
and what are the trends of their 
work? 


It might take a book to cover this 
subject; on the other hand, briefly, 
I observe that advertising managers 
are discontinuing the so-called pro- 
fession or trade of advertising, and 
for some very good reasons. 

That is, they are not limiting 
themselves any more to the prepara- 
tion of copy and layouts, direct mail 
and space, but are getting into visual 
presentation, as they are best adapted 


to give the salesmen this sort of 
help—-sales promotion, as this 
bridges the gap between advertising 
and selling and economizes_ both. 
|They are also studying into the 
question of product, market and 


sales analysis. 
Product analysis because too many 
engineers are engrossed in the ques- 


tion of wheels, gears, ete. with not 
enough regard to what is needed. 


Market analysis because too many 
sales managers are entirely con- 
sumed with the task of getting busi- 
ness today to study trends and mar- 
kets of the future. 


nformation 
or Industrial 
Advertisers 


The following documents may be 
secured without charge by any 
advertiser or advertising agency 
from the publishers sponsoring them, 
or through ADVERTISING AGE, 


127. Editorial Enterprise. 

This 8-page folder is really an ip. 
dex to research in the meat packing 
field, from the standpoint of indus. 
trial operations and equipment re. 
quirements. Fifteen headings are 
covered, with typical classifications 
of steam and power, temperature cop. 
trol, packaging, etc. Published by 
The National Provisioner. 

128. Guide for Sales Managers. 

A large chart issued by Hardwar 
Age with maps and tabulations to 
enable sales managers to gauge the 
relative values of the individual! 
states and of the nine geographica! 
divisions of the country from the 
standpoint of the sales possibilities 
they offer. 


129. General Manufacturing Condi- 
tions in the Metal Working Indus- 
try. 

This bulletin issued by American 
Machinist analyzes the vastly en- 
larged market for new and improved 
industrial equipment as opened up 
by the NRA program. It points out 
why equipment purchases are _ in- 
evitable, how domestic buying is 
being financed, and the full meaning 
of modernization to sales possibili- 
ties. 

Resale Market in 1934. 

A survey of the market consisting 
of the manufacturers of machinery 
and engineered metal products who 
buy parts and materials to incorpo- 
rate into their own products. The 
report, which is issued by Product 
Engineering, also shows the signifi- 
cant trends and activity in product 
design. 


131. A 230 Million Dollar Market. 

A circular issued by Heating and 
Ventilating directing attention to the 
range, mechanics, problems, and gov 
erning factors of the industry it 
serves, 

132. The Real Answer to the Advei- 
tiser’s Prayer. 

A highly colored and_ pictorial 
broadside treating the reader inter: 
est of Machinery and offering scores 
of testimonials of key executives as 
evidence of reader quality and how 
the publication reaches the man 
back of the order. 


133. Selling the Manufacturer 0! 
Electrical Machinery Appliances, 
Apparatus and Supplies. 

A supplement to the above publi- 
cation issued by Electrical Manufac- 
turing, picturing eight additional 
products, detailing the materials 
parts and accessory eleectrical equil: 
ment designed into each one. 


Sales analysis not only because 
sales managers are too busy or have 
come up through the school of Pe 
sonal selling and have no backgroun’ 
for this type of work, but because |! 
requires a continual study of sales by 
lines of business and geography " 
see to it that sales promotion 42° 
advertising cooperate on a_ more 
practical basis. 
ONE or THEM. 


v v v 
Always or Sometimes? 
To the Editor: Can you refer 
to a source where we may obtal! 
data or material to show the adva® 
tages of a month-in, month-out, U 
broken schedule of insertions ove! * 
broken or interrupted schedule in 2* 
tional magazines, which we may lay 
before a client of ours who is 2a ™& 
chinery manufacturer? : 
Possibly some advertiser w!i0 - 
used interrupted and uninterrupte’ 
schedules would tell us of his eX?© 
rience. 
Jack Bonpurant. JB 
Harding-Lake Company, Memphis 
Tenn. 


bh de ies 


Cont nS RN ES CE 


the ] 
rect 
deali 
“Sho 
ume 
Ame! 
state 

Th 
inche 
covel 
black 
Engl 
prin 


of t' 


the ; 
tint 


devo 
tive 


I] 
left 
hve 
avai 
text 
trea 
tory, 
ertie 
avai 
tice 
and 

Be 
mete 
frea 
sona 
prog 
torw 


is r 
indu 
tisin 
Engi 
Vert. 
food 
Stun 
the 

Whic 
cont 


= Od 


Tl 
Diem 
mail 
pros 
the 
Plies 
ing, 
tion 
It is 
of 
able 

Ju 
ing | 
pron 
Vert; 
Metg 
Com 


gat ag 8 Re ea, SEO eS NN, MSE gM aw Stee NY SPE Oe EEE en Why a. hE mie MEL Sa Ne eR. NY tas JG eMC eee MSU ie RTC, of whem Me. hag Soe Mice eaek Stew SOW. a Ae eae es MBg * 2 he WOM We: ADS el ofan are OA, VaeleLs dy cee ot aS Me AOR Ore ees Sa 2 ee 
Re Fa ae i . = SN. 7 : f as) ; > Rea ce eee? . ai , ¥ ee ere ‘ ror ‘ i re : ie ele ae 4 A Moe eee 2 ‘ a Pee ate, Sycae xe 
a ? vs ~ 4 Kon ‘ , ‘ ; . = * v ; CS ae eer aM ” oe , ie = \ : Cs 
Bins £088 
yt me > F bs 
Jun 
a a ee ——— lc 
) ; - 
. | 
; Pe | ¢ 
ee | h 
: Fo ; 
. 0 
: 
Phe cack r 
a: \, | i A 
aa A 
i \ eae, 
ATE TIS TI Mi 
~— jae ° rapid 
. j ~ 
a Y for 
| J a > pon a 
EEO | \ J Aa . havil 
\ j neces 
. BF " 
; ‘eee we? S \P am) ae a y) }cai ‘ 
" esident and Publisher IN 7 - => / Sic 
: 2 ‘<A ™ i- / , i ; 
wip es C | (se 
ite ; _ a” 
ti __ ---{ { —- —_—~+ orrOWOwnO — -——- +> 09vO0O0O! ["—"”01027 2000 OS — 
ee ae Si, ' 
sig Tn = 
Pee aa NEF : 
eet Ha, Ze PF FZ ' 
: ee, ene 
uaa pes: san 3) a A ~~ 
Sea ZA-\|4) ING ae 
a ——E_htrtltCO —— oes 
fis ne a 
¢ Aor ile | 
i aa ee ee 
s Br 
Pa . 
=: F a a ee 
> ema! : __ ee — ee - 
ab | — 
“a Y ~~ | 
MES oto AN 
ee | . 
ee. 
a Se 
7 
P : 
a \ 
a * 
Ns pe 
* yy 
ae 7 . 
aa : 
ne 4 
3 = ia 
a Fe 4 
a se 4 
ee pico 
BR ate 2 
eee 
: Big? es 
. gee 2 is 
- ee Ls 
oe ee 
“s — 
: te 
an p 
9 . at cons 
a Se 5, = 
ah ere or Bosca’ 
PRE eres 
at gael , 
ae Ind 
eae Pye usec 
a pee iat 
re 
. J 
ree: as 
ee ce 
; ot 
aia 2 
. ae 
ee 
ee if 
ee 
oe 
See ens 
5 i | 
& —_——___ | 
oe re 
= eee 
separ es gh 
a a ee 
Me 
bles 5 
c a 
cd j | Pe bp 
— At 
oF sack oceania am Se re as <a 
PART ei | 
ae og Pp 
el tik asa 
See ee 
- | 
| 
7 
¥ 
SS 
Ly 
me 
a 
a as j 
-_"s 
¥ Tie. ee 
iy sag 
> a : 
Fd ae, 
: Pe a 
vty ae 
var 
a EE. 
Be ee ay 
i: i ae —_—— 
pee, | ) | 
pss eg oat 
yw ‘ art ; 
i. 5 
Eee eee 
ey vey a . 
ee eee ee 2 Fede! FOE et ERE i / a" f ‘ Ree aie < Tee 7 - ? x 4 | iy : 4 tt y é . Feel ae ROS Ea ae 
Hee, ae mrs eae Oe A ae foe Se on Me ate a 5S) Ca Ba i. OR SE a SS wn aa kas So ore ey OO, AT PE 9), Sr ae eR ae Ee Saar | : f ch tr eapte hag ae oe a ons ala coe ae Oty. he es en E Reg  R 
age ee Ae Neo 2 é De eons eee gas oe Se “a eats Ube EG ace aw Need st Basing pes te Sisal: Sh SAI Ra So Raed aes gen ey Sy eae fore is Be a Py sarees Resa Get AG eens edie ee Rady » aie ae ae ck 8 oe, oc ace rk eeenen SOS tae Paper 2... 
nN ieee oa sis a EES OR oe Ea ak hc et ef Ng TR cs Ro Cie tant See BN RN ne WE ee lingerie guts Le Te ae A GRE a ers ee 
Raima oe SL A 220 SRO SB a) ga I a ink Se Ppa aR Tk ARIE RRR ca 5S RO RE MIRO! = a RED Nr an ok GaN ee 1 29+) a FS? OP oP ae nas a aR ERE Cc. 
yc RGIS NR ge SRM er gic ak are Ries ad Sia Un Re RIMS AIP Cas CORNER PUNE EE cesar Ri 2 PT a A RAS ARIE ks 
at Se : FSS Gay te REE ae EEE RIE, 8: Se MN eee Ss ee are ain sue le ere Cea CEE NGneS TOMBE Soe re tears Ea gir Se ait AR 2 pS aang a ee PEN eh Rae Se cy MeN oe ck tlre See cr tei Ae ERM SOR BN Gr, OY 2 on CN 2 ORE, AD 0k) eS a a penis are ere Dior be 
RS cer ah She mee Sees ee eae hss Malaka ae eda AS alae Stic Maa AL, Oa Spanien Fite Sie 2 7 oS ie uaa a Nt at SMMC se one a sgh a: on ee le yo 2 OE a ea 
Fees Pitre +a yeh hat te ft ees BN aoe Som) thy SOT A Ek PRR G0 ar al Le ary Rn an I Oe Fe ae aan £ Ge Die oie Ai he a eek rt peyge iy) ee ese hy Toes Fgh eek CBE ain ie ose ioe. ie ty of e ey setae ee 
ee ears aes Sige La Ei nha Oe eaters hate FRE Fig tiles ah pe AR cad SUC RAT Uee RIESE ATS Sy Lie ies or RR a SPUR a ase a beak eae aiid Se Ci gga ew te Fa A Se Ri eS aa One A WR Ene ert Ces Aik ais LR ed Sees 7, ale Se ee Rey hy Cee 


pees FF 


Pte ANN RE Om 


a ee eS 


June 2, 1934 


ADVERTISING AGE 


Re a a IE 


SHOWS WIDE USE 
OF DOWMETAL IN 
NEW DATA BOOK 


Midland, Mich., May 31.— The 
rapidly increasing uses being found 
for Dowmetal, the ultralight metal 
having magnesium as a base, have 
necessited the issuance of a new Dow- 
metal Data Book by The Dow Chem- 
Company. 

ignificant accomplishments since 
the publication of the last book are 
recorded, particularly in the sections 
dealing with “Available Forms” and 


= 


wh = 


“Shop Practice.” The present vol- 
ume is a description of the best 
American practice, the foreword 


states. 

The book has 68 pages of 8' 4x11 
inches in size with slightly larger 
cover of wine color stock printed in 
plack and silver ink. Inside stock is 
English finish. enamel with text 
printed in black, with the exception 
of two facing pages which make up 
the appendix. These pages carry solid 
tint blocks in green ink. They are 


Just off the Press 
A NEW DATA BOOK ON DOWMETAL 


World’s Lightest 
Structural Metal 


8 0WMEIA 


—_ 
Bret x tes tone wrermatve us Doomte 
Ts 


Industrial paper copy like this is being 
used to promote the new Dowmetal Data 
Book to metal working industries. 


devoted to the protective and decora- 
tive finishes for Dowmetal. 


Cover Suggests Uses 


Illustrations in a panel down the 
lett side of the front cover suggest 
five forms in which Dowmetal is 
available or may be fabricated. The 
text of the book is a very thorough 
treatment of the metal from its his- 
tory, physical and mechanical prop- 
erties through all divisions of uses, 
available forms, design, shop prac- 
tice for all forms, property tables 
and structural shapes specifications. 
the premotion of Dow- 
requires technical service, a 
deal of this is done by per- 
sonal contaet and the success of this 
program is evidenced by the rapid 
forward strides made in the sale and 
consumption of this light metal. 

At the present time the company 
is reaching only the metal working 
industry with its promotion adver- 
Using in publications, using Product 
Engineering and Iron Age. This ad- 
vertising has brought exceptionally 
Sood results according to W. F. 
Stumpfig, advertising manager, from 
‘he standpoint of good inquiries 
Which have provided the technical 
‘ntact men with an abundance of 


£00d leads. 


Because 
metal 


great 


Uses. Direct Mail 


The publication advertising is sup- 
Nemented with a moderate direct 
‘Nail Campaign to acquaint users and 
Prospective users of Dowmetal with 
‘he Wide and increasing field of ap- 
plication which the metal is enjoy- 
ing, including the field of transporta- 
‘on on land, in air, and on water. 
It is also being used in many types 
of machinery, especially in the port- 
able division. 

_ Just prior to the copy now appear- 
‘Ng in the publications being used to 


Promote the new data book, the ad- 
Yertising featured the use of Dow- 
meta] 


: in the gondola used by Lieut.- 
‘Mmander Settlein his stratosphere 


flights last year. The copy capital- 
ized the fact that the requirements 
of lightness and strength were ideally 
met by Dowmetal. 

“It is altogether possible that Dow- 
metal will become as commonplace 
as steel, copper, brass and alumi- 
num,” conjectured Mr. Stumpfig, bas- 
ing his prediction on the metal’s all 
but sensational increased consump- 
tion since introduction but a few 
years ago. 


Gets Washington Post 


Robert E. W. Harrison succeeds 
W. H. Rastall as chief of the indus- 
trial machinery division of the bu- 
reau of foreign and domestic com- 
merce, Washington. At one time he 
was chief engineer for the Cincinnati 
Milling Machine Company. 


would function in market research, 
Greater Effort technical research, advertising and 
° sales promotion, and industry con: 

For Porcelain ta. 


Enamel is Plan 


Cleveland, O., May 26.—Coopera- 
tive industry advertising was a high 
point of interest at the Fourth An- 
nual Meeting of the Porcelain 
Enamel Institute held here last week. 
Its Porcelain Enamel Parade so suc- 
cessful at the 1933 Century of Prog- 
ress is being repeated this year. 

An educational bureau for the in- 
dustry to have four distinct phases 
of activity was proposed by Emery 
L. Lasier, vice president, The Tita- 
nium Alloy Manufacturing Company, 
Niagara Falls, N. Y. The divisions 


As part of the advertising activity, 
Mr. Lasier suggested that it include 
an authoritative technical treatise on 
porcelain enamels, the sale of which 
might be a source of revenue to fur- 
ther the work of the new bureau or 
the institute. 


Proposed Advertising Fund 


R. A. Weaver, of the Ferro Enamel 
Corporation, Cleveland, who in 1930 
suggested a 250,000 promotional 
fund for the industry, again stressed 
the value of cooperative industry ad- 
vertising and proposed a committee 
to raise such a fund at this time. 

The money should be supplied, he 
suggested, by the producers of chem- 


years. 


, ne 


Railway 
. Mechanical Engineer | 


' 
| 
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totaled $52,047.881, the highest for 


March since 1930, and gross revenues 


Earning reports of individual roads 


for April indicate continued improve- 
compared to recent years. 


The marked earning gains this year 
are particularly significant, for there 
has been a striking relation between 
purchases from manufacturers and 
railway earnings during the past nine 


In most years purchases have 


icals, colors, frit, steel and equip- 
ment used by the industry, rather 
than by the actual producers of 
stoves, washing machines, etc. 

Mr. Weaver believes, however, that 
the fund raised could be shared with 
other groups such as the manufac- 
turers of porcelain enamel signs, 
table tops, kitchenware and others 
who would contribute a sum equal 
to the industry’s contribution and 
allow it to create the advertising for 
them, in order to fit into the general 
plan. 


New Sales Manager 


L. B. Knight, Jr., has been made 
vice president and sales manager of 
the National Engineering Company, 
Chicago, foundry equipment manu- 
facturer. 


Railway Earnings Gain 531 Per Cent 


TG 
Aa Pl tien” 
©O0} _ - 
-“] 1931 
250 Mo. 
Net Railway Operating © PP 
oO 
Income Highest for © oil Me 
- - ‘ibe 
March Since 1930 = © 
c 
oO 
= 30 
z 1932,/ 
* / 
20 4 
/ 
— = = / 
— ipmeainlg Y earnings in March made 10 oko ——e 
most impressive gains, with an 
increase of 381.2 per cent over March 
1933. Net railway operating income 0 


gained 34.4 per cent over March 1933. 


chases. 


ment in both gross and net earnings. 


companied by a similar rise in pur- 


Not in several years have the rail- 
roads had such a great incentive to 
make further needed purchases of 


equipment and supplies . . . aug- 


78 locomotives, 21,495 freight cars, 
and 357 passenger cars, in addition to 


hundreds of thousands of tons of rail: 


time is most opportune . . . and the 


five Simmons-Boardman departmen- 


tal publications 


chases. 


menting the orders already placed for 


lect your 


provide the me- 


diums for reaching effectively and 
without waste the railway men who 


authorize, specify and influence pur- 


These publications enable you to se- 


own railway audience, to 


5 


actually exceeded net railway operat- 
ing income, and with but few excep- 


tions, a rise in earnings has been ac- 


supplies. 


The many favorable factors now pres- 


fastenings: and other materials and 


reach the entire industry or just a 
part, according to your specific needs 
. . . for each one is devoted to the 
interests of one of the several branches 


of railway service and each one has a 


Railway, 
Engineerin 


' 
e 


ent in the railway situation call for 
hard-hitting railway sales and adver- 
tising efforts that will rivet the atten- 


tion of railway men on the merits of 


specific products and equipment. The 


specialized audience of railway men. 
Representation in these publications 
can, and should aid you to make in- 
creased sales in the growing 1934 


railway market. 


30 Church Street 


105 W. Adams Street, Chicago 


San Francisco 


Simmons-Boardman Publishing Company 


New York, N. Y. 


Terminal Tower, Cleveland 


Washington 
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Used Printing Equipment — 
Discussed in Booklet | 

The National Printing Equipment | 
Association, Inc., New York, agency 
for the code authority of the printing 
industry and trade, has issued a 16- | 
page booklet, “The Problem of Sur-| 
plus Used Machinery,” which it) 
classifies as a discussion embodying 
a remedy. 

The booklet discusses the indus- 
try’s clearing house for used printing 
equipment as outlined in the March 
3 issue of CLASS & INDUSTRIAL MAR- 
KETING. It has been sent to 30,000 
listed printers and publishers and 
some 12,000 banks. 

The cover design of the booklet in 
poster effect has been reproduced on 
poster stamps in red and blue and 
carries a line, “To Progress . . Mod- 
ernize. Scrap the Old and Outworn.” 


Barber-Colman Pushes 


Line of Electric Fans 

“More Wind per Watt” is a new 
slogan coined by the Barber-Colman 
Company, Rockford, Ill., for its line 
of small electric fans. It is designed 
to tell that one of its fans will move 
a greater quantity of air per unit of 
electric power used. 

Catalog pages and illustrated book- 
lets have been issued for use by job- 
bers and dealers. The company man- 
ufactures other electrical equipment 


STREAM, JUNGLE 
CAT TELL STORY 
OF NEW MACHINE 


Chicago, May 31.—How an adver- | 
tising manager of a men’s clothing 
manufacturer would treat industrial 
paper copy promoting packaging ma- 
chinery is shown in a new series of 
bleed pages now appearing in Modern 


Packaging for the F. B. Redington 
Company. 
The copy was produced by 


Edward <A. Grossfeld, advertising 
manager of Alfred Decker & Cohn, 
Inc.. makers of Society Brand 
Clothes, acting as advertising coun- 
selor to the Redington company, 
working with Charles L. Barr, sales 
manager. 


Photographs Are Used 


The first of the pages in the new 
series was a photographic reproduc- 
tion of a woodland scene with a cool 
stream flowing in the foreground. 
The upper left hand corner carried 


about a quarter page of text under 


as well as milling cutters and grind 
ing machinery. 


View of new power plant at Bayonne, N. J., refinery of Tide Water Oil Co. 


Higher Steam Pressures Demand 
New Power Plant Equipment 


Coincident with the progress made in refining 
oil, making paper and all other manufacturing 
operations during the last fifteen years, marked 
advancements have taken place in industrial power 
production, particularly with regard to the use of 
higher steam pressures and temperatures. 


Ic has often been demonstrated th 
economies possible through the 


pressures of 500, 600, 700 Ib. or more have made 
many low pressure power plants obsolete. 


The high pressure steam electric gencrating plant 
recently completed for the Bayonne Refinery ot 


the Tide Water Oil Ce., as de 


POWER PLANT ENGINEERING, is typical of 


West 


11S 


Jackson 


jthe heading: “As Smooth and Quiet'tion of railroad equipment. 


as a Flowing Stream,” illustrating, | 
the copy said, how effortless the Red- 
ington continuous loading cartoner 
seems to operate, devoid of all clat- 
ter, bang, and with no unsightly 
swinging arms or cams. 

The current page of similar layout 
forces attention with an illustration 
of a slinking black panther crossing 
a fallen timber, eyeing its prey. The 
smooth, quiet pace of a panther is 
referred to in the headline and the 
copy states that the company’s ma- 
chine operates with the swift, smooth, 
sure action of a jungle cat. 

The treatment was decided upon to 
dramatize the smooth, quiet action of 
the company’s new machine and to 
do so more effectively than with 
words alone. The comments and 
direct inquiries from the new copy 
have proved the worth of the idea. 

“It also proves to us” commented 
Mr. Barr, “that on some things an 
outsider can tend to our knitting 
better than we can ourselves.” 


Research for Railroads 

Subsidiary manufacturing compa- 
nies of the United States Steel Cor- 
poration have established a research 
bureau at Pittsburgh, Pa., to engage 
in developmental work for the bene- 
fit of the railroad industry and its 
suppliers. Special research will be 
conducted on the application of 
rolled steel products to the construc- 


ating orders for 
engines, piping, 


at the operating 
use of steam at 


scribed in June 


Charter Member A. B. C.—A. B. P. 


many power plant modernization and replacement 
projects now under way throughout the country. 


These power plant remodeling programs are cre- 


compressors, belting, fans, switchboards and other 
up-to-date equipment for generating, distributing 
and utilizing power. 


The 19,870 plant managers, chief engineers and 
other power plant men who refer to POWER 
PLANT ENGINEERING'S editorial pages for 
authoritative data on plant modernization meth- 
ods and equipment also look to POWER PLANT 
ENGINEERING'’S advertising pages for buying 


information. 


Boulevard, Chicago. III. 


boilers, stokers, turbo-generators, 
valves, traps, pumps, motors, air 
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DIVERSIFIED TREATMENT OF MACHINERY COPY 


REDINGTON 
Continwaus Leading 
CAMTONERS 


to 


INVESTIGATE © Soe 


Illustrations entirely foreign to the product advertised create the 
atmosphere for a story of smooth, quiet machine operation for the 
F. B. Redington Company, Chicago. 


LEADER LAUGHS 
AND PROMOTES, 
SAYS WEBSTER 


Cleveland, O., May 31.—A_ grim 
alternative to adequate advertising 
support for a hew_ product was 
offered members of the Cleveland 
Engineering Society in an address by 
Forrest U. Webster, manager of mer- 
chandise sales for Cutler-Hammer, 
Inc., Milwaukee. 

“Spend enough for advertising and 
sales to dominate the market,” ad- 
vised Mr. Webster, “or be content to 
be among the also-rans—and spend 
thousands of dollars a year to rede- 
sign your product to meet trivial 
complaints.” 

The same defects, when observed 
in the product which dominates the 
market, are often not mentioned. If 
complaints are preferred, they are 


usually submitted apologetically, 
with an evident belief that the faults 
are the result of careless usage, 


rather than of the maker, he stated. 
“If a fair percentage of the vast 
sums spent every year for unneces- 
sary redesign were invested in adver- 
tising,”’ declared Mr. Webster, “these 
complaints would nearly vanish.” 


Anticipating Competition 


Mr. Webster made the point that a 
new machine of any kind is certain 
to have competition regardless of the 
number of patents with which the 
manufacturer has entrenched himself 
and that definite plans for meeting 
this competition should be formed. 

The price, he pointed out, can be 
somewhat higher while it is a spe- 
cialty than after it has gained accept- 
ance and is used more or less as a 
commodity. This higher price will 
permit the creation of a “meet com- 
petition” pool. Every time one of 
the new products is sold, a certain 
amount should be placed in this pool. 

“After your product has been on 
the market for six or eight months, 
your promotion has started indus- 
tries to buying and it has also started 
your competitors to work on some- 
thing just as good,” said Mr. Web- 
ster. “If you have your ear to the 
ground, you will know when these 
competitors heave into sight before 
they get within striking distance. 

“This is the time to lower your 
price a bit and throw additional sales 
efforts behind the product by using 
the pool. This additional effort, plus 
the lower price, discourages competi- 
tion. You keep your dominance in 
the market and your footsore com- 
petition makes little headway.” 


Unhappy Second-Raters 


Mr. Webster told his audience not 
to start production of a new machine 
unless they were determined to dom- 
inate the market. He painted a 
happy picture of the life of the leader 
and a dark one of the dreary exist- 
ence of those doomed forever to pur- 
sue, without overtaking him. 

“The life of the also-rans is far 
from pleasant,” said he. “Every small 
fault of the product, your service, 


your accounting methods, the persoy 
ality of your salesmen and what-not, 
is magnified many times if you are 
not the leader. 

“You hear nothing but complaints 
from the majority of your custom. 
ers. You hold on to what business 
you have by the skin of your teeth 
and you get new business at high 
cost. 

“This is all due to a curious psy- 
chological reaction on the part of cus. 
tomers. Your product is a leader, if 
it has acceptance, if the majority of 
customers buy it gladly. If you are 
not the leader, your product is 
bought reluctantly. It is bought only 
when your salesman gets the pros- 
pect into a corner and wrests the 
order from him somewhat against 
his better judgment, so to speak. 

“From then on, and up until the 
time that the superiority of the prod- 
uct asserts itself, the buyer is trying 
to find a reason why he should not 
buy from you again. Each fault that 
he finds, minor though it is, is a 
reminder to him that he should have 
bought the leader instead of this 
also-ran.” 


McGraw-Hill Book Co. 
Marks 25th Anniversary 


In commemoration of the 25th 
anniversary of its founding, the Me. 
Graw-Hill Book Company, New York, 
has issued a 16-page brochure pre- 
senting the history, scope and _per- 
sonnel of the business, 

The company has become known 
as the largest publisher of technical 
and business books, having produced 
more than 2,000 subjects during its 
history. In 1928 the company ab- 
sorbed the book business of the A. W. 
Shaw Company which became one of 
its largest and most active divisions 
and led to the publication of many 
new volumes on sales and advertis- 
ing subjects. 

Further expansion was made into 
the field of economics, sociology, po0- 
litical science, and later into the field 
of agricultural engineering. Despite 
recent trying business conditions the 
company published 136 subjects in 
1933, including 27 thorough revisions 
of older books, setting a new record. 

Whittlesey House, another division 
of the business, extends the activities 
of the company into the general pub 
lishing field. One of the best known 
titles coming from that branch is 
“Life Begins at Forty,” with sales 
approximately 140,000, and _ still i0 
active demand. 


Clients’ Campaigns 
Shown in New Brochure 


“Proofs” is the title of a brochure 
presenting the story in back of at 
vertising for some clients of the 
James Thomas Chirurg Compaty, 
Boston agency. 

It particularly tells about the SP 
cialized service the organization 
rendering industrial advertisers 4" 
discusses the campaigns of The Fe! 
lows Gear Shaper Company, B. * 
Ames Company, American Tool & 
Machine Company, Rodney Hunt M& 
chine Company, John W. Bolton 
Sons, the Montague Machine Com 
pany, the Smith & Winchester Mant 
facturing Company. 

Other accounts mentioned are the 
Coppus Engineering Corporation, th? 
General Fittings Company, and 


M.—Kidder Press Company, In¢. 
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and user list timed to the appearance Fi d Sh H typical illustration of the marvelous | pointed out in the advertising pages 
ARBOLOY BACK of the industrial paper copy in April or OWS e mechanical progress of the past quar-| many machines recently developed, 
and May issues announcing the new | . ter century. with notable new features, and he 
: tool. Publicity releases appeared 4 Is In dustrial Under the spread headline: “And| contrasted them with some of the 
22 papers of interest to the metal Mr. Ford proved his point with the|less efficient tools which they had 
working industry. Paper Reader advertising in American Machinist,” | superseded.” 
The mailing broadside carried a> the copy said: P 
business reply card to be used by 
those desiring a demonstration on! New York, May 31.—Evidence that Cites Machinery Builders . 
NEW TOOL LINE their jobs, or further information lleaders of industry ce 7 “ j Flexible Steel Issues 
" - | leaders stry closely follow Mare Rose, editor of Business . — 
Rem As part of the internal promotion |their respective industry papers was | Week, sat with Henry Ford in the Revised Belting Booklet 
, the salesmen were tied up to the ad-| offered in a two-page advertisement | automobile builder’s office at Dear-| A completely revised and enlarged 
Contest Ties Salesmen Into vertising through a special sales con-|in the May 9 American Machinist | born. edition of “Short Cuts to Power 
as test with awards for the greatest | citing Henry Ford’s reference to that| “ ‘Progress in mechanical things Transmission” has been issued by 
The Campaign number of sales of the new standard | publication in substantiating his | never ceases,’ said Mr. Ford. ‘That is| the Flexible Steel Lacing Company, 
cutter, and for the greatest number | statement that “Progress in mechani-|true not only of automobiles, but of | Chicago. It is a handbook for belt 
-— - of demonstrations made with it. ‘cal things never ceases,” made in an|every other type of machinery. I’ll| users and contains all the informa- 
Detroit, Mich., May 31.—Blazing a ar Spe : takerview with Mare Rose, editor of | show you aged the machine . tool — ences tan emagpienn. Bone ordinary 
new field and heralding its return to| Lame Now Vice President | Pusiness Week. builders, for example, are steadily | 7°" hSoklet is’ printed in two 
industrial paper advertising, Car- Edwin J. Lame has been made vice One a we devoted owe siius- bringing out more efficient and pro- colors, highly illustrated, and is 
poloy Company, Inc., is feeling the} president in charge of sales of the | ‘rations, one showing Mr. Ford in ductive equipment. punched for a cord hanger. The 
effects of a carefully planned and| Florence Pipe & Foundry Company, | his first model, and a larger cut of | ‘So Mr. Ford sent for the current| agency of Charles M. Sloan handles 
-oordinated effort for its new gen-| Florence, N. J. the present Ford model, offered as\issue of American Machinist and|the account. 
eral purpose milling cutter. SSS SS SS = = — = > 
Noticeable to those familiar with 
cutting tool copy is the prominence 
given the net price of the cutter be- 
ing advertised. Two reasons are in 
_ back of this unusual handling, the 
a first being that the cutter is made 
M, in but one size and the other is that 
re it immediately shows the prospective 
purchaser that he now can obtain a 
ts Carboloy cutter at a price much less 
ad than he previously knew he would 
have to pay for one of that particu- 
oo pin aus MACHINED 
pe en ACCURACY 
CRE N TAINED 
is 
ly 
D8- 
he 
st ‘ ey yp aeay pos 
aa 
he Wi vou benshs by grester accuracy, improved Gnish. mint 
d- pth pelle mylyn nama 
ng 
ot 
lat 
a 
we New! Low-cost curter ror 
nis JO8-SHOPS AND PLANTS WITH 
ONVERSIFIED, SMALL-RUN JOBS 
ry , Se 
th A new general purpose Carboloy milling a \ fy oR: 
“sq cutter has been announced in industrial ; -J€ 
papers with the net price prominently , 
as displayed. a 
re- 
al lar size because heretofore they were 
= made only to order, not on a pro- 
se duction basis as are ordinary gen- 
‘ed eral purpose milling cutters. 
‘ts In the past the use of Carboloy 
Sie Si ie te eve soma HOME OWNERS’ CATALOGS - - a new medium developed by 
ye cutters designed for maximum re- F. W. Dodge Corporation. Reaches every family building or exten- 
aa sults on each particular job. And it sively Modernizing its own home. Gets to them before buying 
3 Sat yeokGen kk Ac Einar Gee begins. Kept till buying ends. No waste circulation. Most econom- 
tis: waives, dieiek aaiee ile ical way to reach this rich market. 
sie that could not stand the cost of spe- 
- cial cutters, that the new standard 
eld general purpose cutter was designed, 
vite E. C. Howell, advertising manager, AS IF caught by a giant magnet, families A catalog furnishes the only means to keep a formation down in your catalog in Home Own- 
the explained. building or modernizing their homes are complete sales story before the owner—the man ers’ Catalogs and go away secure in the knowl- 
in Oestinnd tee Gaeseis “© separated from all other families and are sent who holds the purse strings. A catalog in his edge that the data will neither be mislaid nor 
8 ; a se the master selling weapon—Home Owners’ Cat- — at the moment of buying decisions is eva oo will know that you are 
an wie new tool is suitable for use on ~_ poicnelias " , vital. Rolie aides tees | slated 
all types . ore than 5 odge news gatherers—mak- 9 . 
ion wed ty herrea Magen ing over a million ens penendanak the power Home Owners Catalogs Increases Your catalog always maintained in Home 
‘ies over a wid t : which motivates this great magnet. Personal Catalog Effectiveness Owners’ Catalogs is an anchorage to which your 
ub: gg: e range of cutting areas. calls on architects, contractors, real estate firms, When 718 peopl lly buildi hei salesmen and your direct advertising may tie— 
wn _ 1s designed to be used for this banks, mortgage companies, and more, go into, aration A » oe f How < “ned own’ thus insuring against lost orders. : 
is diversified work in the same manner the making of this tremendous reportorial job. (Gye Mee new eee ee wouid keane 
as an ordinary tool erib catter abies tbe ; 2 Catalogs, every one said they would keep it Fits Your Sales Territo 
ues “Sie 7 = = Distribution of Home Owners’ Catalogs is handy for ready reference for the life of the job; ry 
in Pit you can obtain _Carboloy Sail based on the work of this great reporting organ- nearly every one would keep it for years after. Home Owners’ Catalogs is issued in 13 geo- 
ngs on general milling work,” is ization. As soon as it is learned an owner is With your market blanketed and your catalog graphical editions. You can buy one edition 
*mphasized in all copy. going to build a house for his own occupancy, Or —_ kept by the new home owner, you will increase covering one marketing area, as cheaply per 
In addition to promoting the sale aparece ng age Home wyagayl oe your sales. ge as you can the entire thirteen editions. 
et the new ahaeelt b a ; is sent to him free. He receives it in time to in- No waste either in class of circulation or terri- 
re we is anctanee to ee ae fluence his buying decisions. ; | = _ pe Gap tory covered; tailor made to fit your sales needs. 
erest in Carboloy milling in gen- ‘ou close that fetal gap between a prospect’s 
eral by stressing 8 pe ern Al por coating, Sees Have interest in your seedinat Gal his ability to ah Buying Habits Studied 
the Savings it effects. ontrac : or , where it can be bought. No other method of Three years of investigation preceded the de- 
Log The cane inca eiled Se sbinindiies Home Owners’ Cata ogs catalog distribution, Phe sagen of general ad- cision to publish Home Owners’ Catalogs. Buy- 
Machinist, Machinery, Modern Ma- ‘Home Owners’ Catalogs, a collection of indi- pee» gains this vital tie-up so effectively or we Pie yy > = the family-about-to-build were 
spe chine Shop, Iron Age, and Hitch- vidual catalogs of various manufacturers, care- at such low east. ; ; ae - aults in present selling methods de- 
is cock’s Machine Peel Biee Book fully cross-indexed and bound into a handsome Dodge News is the basis for Home Owners rapeagag 
and ° volume, has been widely endorsed by owners, Catalogs distribution. The same news furnishes Write to the nearest Dodge office for complete 
Fel: Stages the Announcement architects and manufacturers as the most practi- the means for you to. follow up the owner details of the size of the market presented by 
ct Nie dee cal buying help ever developed in its field. 41 through salesmen or direct mail, giving him those building or modernizing their own homes, 
1 & ° pave the way for the announce- nationally known manufacturers have already prices, addresses of local installations, names of their buying habits, and how to sell them most 
Ma- Ment of the new cutter itself, a one contracted for their catalogs to be distributed dealers. Or your salesmen can write such in- effectively and economically. 
n & Month campaign was run in March through this powerful new medium. 
‘om: to renew A 
4 i: — attention to the advantages Catalogs Make Sales 
7 in alge es SS Snere, ee A catalog is the strongest sales weapon in the + O + J 
the 
the Kil re a mentioned and direct building product + ag Exhaustive y wet ong OME WNERS ATALOGS 
. Fy llowing ‘came three releases of oa od age : tp —e ry ng pe to 4 
J. P. thousands of sales which would not otherwise be . . 
Witect. ‘dallk us eran eee = Published by F. W. Dodge Corporation, 119 West 40th St., New York, N. Y. 
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Importance of Name 
in Advertisements 


Attached are two advertisements— 
one with our complete name and ad- 
dress set up in fairly large type with 
our principal name very large across 
the bottom. This ad has been criti- 
«ized because too much space is 
taken for names and addresses. 

The second advertisement has only 
the principal name large across the 
bottom, with the complete name and 
complete address in the body of the 
copy. This is criticized because it is 
claimed the reader cannot find the 
full name of the company. 

Please let us have your criticisms. 

ADVERTISING MANAGER. 


There is no question but that the 
names and addresses take up too 
much space in your first advertise- 
ment. 

The second advertisement is more 
on the order of the advertisements 
reaching the general public. How- 


| 


address may be difficult to locate in 
this copy, and therefore, it might be 
best not to use larger type, but to 
place your name and address in bold | 
face, which should please everyone | 
concerned, 


, 


The Advertising 
Manager’s Time 
We have a number of plants and 
sales offices, and all of them like to 
have a part in our advertising and | 
sales promotion work. They all like 
to be advised as to what we are doing | 
from week to week and they like to} 
see our current advertisements, let- 
ters, etc. 


They are all very interested and | 
helpful, but when I send out one let- | 
ter asking a question or asking for 
suggestions, or even when I send out 
an advertisement or a finished piece 


of direct mail, I usually have ten or | 


ever, it is true that the name and| 


fifteen replies. Half to all of these 
must be answered. 

Then, of course, there is the job 
of developing the advertising pro- 


|gram, writing the copy, contacting 


in industrial advertising and marketing | 
4 


the general sales department, getting 
into the field and calling on our cus- 
tomers in order to have the cus- 
tomer’s attitude, etc. 

What chance has an advertising 
manager to get his work done? How 
do others organize and get away with 


}it? ADVERTISING MANAGER. 


Because advertising is rather ab- 
stract, indefinite work—because it is 
difficult to reduce it to current rou- 
tine, general management does not 
fully appreciate the time necessary 


to perform all of these tasks. 


No doubt many of the advertising 
managers solve the problem by omit- 
ting to perform a great many of 
these tasks which others may not 


even recognize as existing, and in 
this way keep their head above 
water. 


Here are a few suggestions, how- 
ever, that may be of some help: 

1. Insist upon clearing up the cor- 
respondence in the morning or after- 
noon, whichever period is reserved 
for it. Clear up this correspondence 
within that period, regardless of how 
much comes in, realizing that your 
principal work is creative and must 
not be consumed in answering mail. 


THIS INFORMATION ALONE 


n——« 


¥ | | 
oT 
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IS WORTH YOUR MEMBERSHIP 


Here are a few of the valu- 
able services your inexpensive 


membership includes 


Here are but a few of the bulletins issued by the N. |. A. A. 
in cooperation with its local chapters—bulletins dealing with your 
problems, full of help compiled by men close to the fields with 


which they deal—experience that you can turn to value and apply 
toward the advancement of your own sales effort. 


@ The results from continual service on prin- 


cipal problems by active committee work— 
work dealing with such subjects as corporation 
and product analysis, industrial market analysis, 
publication advertising, 


distribution methods, 
direct mail, catalogs, etc. 


@ A cooperative program service through 
local group. 


@ Aid in sales promotion. 


costs. 


And this is not all that your inexpensive membership brings 
you. The N. |. A. A. brings you valuable contacts. 
new medium for the exchange of ideas. 


each 


Here is material that alone is worth all your membership 


It offers a 
It is a forceful aid in 


securing government aid in the preparation of Industrial Market- 


ing Data. 


@ Case studies in the industrial selling field. 


@ Information on what others are doing in han- 


dling publicity. 


@ An annual national convention and advertis- 


ing exhibit for organizations selling to industry. 


@ An unequalled personal contact with the 
members of companies to which your own firm 


sells. 


It's the biggest package ever 


offered at the price. 


NATIONAL INDUSTRIAL ADVERTISERS ASSOCIATION, INC. 
537 South Dearborn Street 


Chicago 


It helps you in a hundred ways to do a better job for your 
company and make a better job for yourself. 


2. Place the responsibility of all 
correspondence, with the exception 
of creative plans, on an assistant 
rather than trying to do it yourself 
and having the assistant do the crea- 


tive work, which oftentimes happens | 


when the various duties of the de 
partment are not well laid out. 

While it is not well to overlook 
any of the important but time-con- 
suming tasks, if management will 
not provide sufficient help, it is essen- 
tial to pick the most important tasks 
and see that these are done, passing 
up everything else rather than to get 
buried in detail. 

3. If you have a good secretary, 
nine chances out of ten she can 
answer most of the correspondence 
as well as you can, signing your 
name and leaving you free for crea- 
tive work. 

If the volume permits, an agency, 
of course, will help along this line, 
making it possible for you to direct 
the work, contact the field, plants, 
branches, etc., with some spare time 
for looking ahead. 

There is no question but that cur- 
rent advertising detail and creative 
work are always clashing. If the de- 
tails win out, you are lost. 


Industrial Advertising 


in This Radio-Talkie Age 


Will you please review the at- 
tached series of advertisements and 
let me have your opinion? 

As ours is a rather complicated 
engineering proposition, we work 
very closely with our engineering de- 
partment and try to include a wealth 
of practical engineering information 
in each advertisement and in all of 
our direct mail and other literature. 

As I understand you are glad to 
comment on work of this kind, I 
would like to hear from you. 

ADVERTISING MANAGER. 


There are undoubtedly engineers, 
production managers, supérintend- 
ents, etc., who are willing to plod 
through your material. But at the 
best this is only probably a bare 10 
per cent of the total number who 
subscribe to the industrial papers in 
which you are advertising. The other 
90 per cent merely glance and turn 
the page unless you have something 
of rather striking or dramatic inter- 
est with which to attract them. You 
cannot assume so great an interest 
in your equipment. 

It is true that perhaps one per cent 
are at all times in the buying zone, 
but not more than that. Therefore, 
you must try to stop them even when 
they are not thinking or considering 
the possibility of buying your prod- 
uct. 

In this radio-talkie age, when men 
can hear complete concerts in their 
living rooms, when going to a talkie 
is like reading a complete book in 
an hour or two, you have little 
chance if you continue in so pon- 
derous a mood, 


v v v 
Relation of Advertising 
° 
and Territory Coverage 

I have been trying to prove to our 
general manager since the first of 
the year that the sales department 
needs the help of advertising and 
sales promotion in order to cover our 
territories properly and at the least 
possible expense. 

However, this is a rather abstract 
problem and I have not been able to 
accomplish very much. 

Have you any suggestions as to 
how I may go about this in a prac- 
tical way? : 

ADVERTISING MANAGEK. 


Your problem may be rather com- 
plicated and again it may be fairly 
simple, depending upon your com- 
pany, products and market. 


One very good method of approach- 
ing this problem is as follows: 

1. Have salesman determine how 
many calls are necessary on eacl, 
customer and prospective customer 
in his territory in order to get a 
maximum amount of business pe 
year. Total the number of calls 
necessary in the year and determine 
how many calls can actually be mad 
When this is done by territories, 
each salesman will know whether o) 
not he can cover his territory or 
whether he needs help. 

Usually you will find that many 
more calls are required than it is 
possible to give. 

2. Sales management probably wil! 
not be in a position to increase the 
number of salesmen to make up for 
the needed calls. Therefore, it can 
be pointed out that this extra work 
can be done by sales promotion and 
advertising more economically than 
in any other way. 

Of course, it also goes without say. 
ing that your advertising also rein- 
forces your sales work and strength. 
ens it even where your salesmen are 
calling regularly. 

Sometimes it is theoretically fig. 
ured that a salesman can make so 
many calls a year, etc., but when 
actual records are kept you will find 
that special service calls, waiting 
time, call backs, etc., cut down the 
number of calls possible and leave a 
wide field for more economical par- 
ticipation of advertising and sales 
promotion. 

a, nn 


Size of House Organs 
We are planning on a house organ 
and have been discussing the ques- 
tion of size and frequency. What is 
considered the best practice these 
days? 
ADVERTISING MANAGER. 


From a number of articles and 
studies we have read recently, six 
times a year would seem to be mini- 
mum frequency for a house organ 
with a few getting by on a quarterly 
basis. 

There seems, however, to be a defi- 
nite trend towards smaller and more 
frequent issues—men are not willing 
today to spend much time on any 
particular company magazine. There- 
fore, anything over perhaps six to 
eight pages in a letterhead size mag- 
azine or over 16 to 24 pages in a 
smaller size would tend to be wasted. 

On the other hand, more thought 
and effort have to be put into prepa- 
ration on account of the stepping up 
of competition in better advertising 
literature and also competition from 
the standpoint of a man’s other in- 
terests, which are more demanding 
each day. 


v v v 
Bleed Pages 

Management has asked me why | 
do not run bleed pages in the publi- 
cations in which we are advertising, 
as two of them already have a num- 
ber of bleed pages. 

What is the answer, and shall we 
follow a leader or continue in our 
own methods? Attached are a num- 
ber of current advertisements. 

ADVERTISING MANAGER. 


Bleed pages are undoubtedly very 
effective, as they give you a larger 
space to work on. However, t00 
many of them tend to lessen the 
value of each one. 

Rather than having a standard dis 
play such as you are now using, pe! 
haps you could use small illustra 
tions and a very small amount 0 
copy with plenty of white space t 
contrast the over-amount of printer's 
ink which is being used on the bleed 
pages. As your line does not cal! 
for heavy, dominant advertising. this 


‘might be your best opportunity. 


upon request. 


self-serviced fleets of ten or more automotive vehicles are reached 
monthly by 


FLEET OWNER 
90 West St., New York, N. Y. 
Whatever your product, if it’s used by the fleets, we probably have ¢ 


survey that will interest you. Recent ones include pistons, piston rings; 
jacks, lifts, etc.; welding and cutting; radiators. 


They may be 
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ADVERTISING AGE 


EVERYBODY LIKES TO GUESS 
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The Macwhyte Company's wire rope exhibit capitalizes the curiosity 
of human nature. 


This novel way of acquainting the 
trade with its full line of wire rope 
was used by the Macwhyte Company, 
Kenosha, Wis., at the recent Mining 
Congress in Cincinnati. 

The middle panel in the display 
presented cross-section views of 16 
different kinds of wire rope for 


identification, and a push button be- 
neath each cross-section flashed a 
brief description of each kind along- 
side, when pressed. 

Although small in size, this dis- 
play was one of the outstanding 
booths in the exhibit hall and accom- 
plished its purpose. 


SELL IDEA OF OIL 
SEALED-IN-GLASS 


(Continued from Page 1) 


old oil cans with a little 
sold at a low price to any buyers by 
a number of large mail order houses. 
The bottles may bear the refiner’s 
name and, if desired, the S. A. E. 
viscosity is printed on the seal. In 
lots of 16, the bottles are cased in 
the metal shipping and display rack 
for display on the station islands. 
Emptied, the bottles are returned 
to the refiner, washed, refilled and 
sealed again. Advantages common 
to can-Ssealed oil, such as enabling 
the station to reduce its lubricating 
oil inventery without decreasing the 
variety of its stock, or possibly a re- 


sultant enlargement, apply equally 
well to the bottle. Furthermore, 
should a consumer campaign be un- 
dertaken by the bottle interests, 
such as has been done by the Conti- 
nental Can Company in national 


Magazines, the story of ending sub- 
stitution and bootlegging of oil has 
substantially laid ground-work on 
which to rest. 

Executives 
companies, 
thers 


of a number of the 
however, indicate that 
is no immediate plan for con- 
Sumer advertising of the glass sealed 
anti bootlegging package. Their feel- 
Ing at present that the con- 
sumer work should be conducted by 
the refiners and station operators. 
. hie cal trade copy (Oil Products) 
lollows 

“Oil 
Ther 


is 


can’t hide behind — glass. 
‘ in glass sealed oil. 

yourself in the place of the 
‘ho’s about to buy oil. You’ve 
' him to avoid substitution .. . 
neasure poor quality. 
a! oil is he going to buy? 

ou that he can see. 

he knows has full 
clean . clear . 
citied. 

led oil in bottles offers the 
*conomical method of modern 
‘keting. It sells faster. It’s 
e profitable. Let us give full 


The oil 
measure. 
. pure oil 


Joins “Petroleum Age” 


tt ' List, formerly associate editor 

red tric Traction, will become edi- 
el Petroleum Age on June 11. 
" F. Patton is publisher. 


machine 


can be no substitution or boot- 


TPA Once More 
Has Its Fling 
On Golf Links 


New York, May 31.—Ole Debbil 
Trouble, who dogs the footsteps of 
advertising men 364 days in the year, 
was put to rout May 23 by a kindly 
Providence, which furnished a beauti- 
ful spring day and banished all care 
from the minds of the 60 members 
and guests of the Technical Publicity 
Association attending the club’s an- 
nual field day at Tamarack Golf 
Club. 

The varied program of entertain- 
ment emphasized golf, with partici- 
pation arranged on a democratic 
basis by dividing contestants into 
two groups classified by high and 
low handicaps. After dinner the 
members found pleasure in song and 
folk tales. 

Allan Brown, Bakelite Corporation, 
headed the group of winners in the 
Class A group of golfers, and was 
trailed by R. L. Lloyd, International 
Nickel Company. John Williams, 
F. W. Dodge Corporation, was in 
first place in this group on low net, 
with W. C. Sweetser, Jron Age, run- 
ner-up. Frank Burns, Forbes Maga- 
zine, was third low gross and FE. A. 
Carroll, of the same publication, took 
third honors for low net. 


Prize for Tee Shot 


Karl Mann won a prize for the best 
tee shot, and Leon Weaver, The 
Superheater Company, won the award 
for high score. 

Paul Traeger, Simmons-Boardman 
Publishing Company, J. R. Boland 
and Walter Dunsby, both of ADVER- 


| TISING AGE, were first, second, and 
| third, respectively, in the group of 
winners of low. gross” prizes’ in 


Class B. 

Tommy Treadwell took first honors 
|for low net in this division and was 
| followed in the order named by R. W. 
Denman, Troy Laundry Machine Com- 
| pany, and H. B. Bolander, Simmons- 


| Boardman Publishing Company. 


Special Prizes for Low 
Special prizes for low scores went 
to R. Davison; C. L. Williams, F. W. 
| Dodge Corporation, and W. J. Os. 
born, Keeney Publishing Company. 
| Fred Stewart, Jimmy Angel, T. C. 
| Hatch, H. W. Ford, G. P. Shutt, H. E. 
'Teonard and Kenneth E. Cooley were 


presented with prizes for good net 
scores made with low handicaps. 

S. L. Meulendyke, of Marschalk & 
Pratt, Inc., president of the T. P. A., 
presided at dinner. Tommy Tread- 
well, Architectural Record, com- 
manded the admiration of members 
with his arrangements for entertain- 
ment. R. Davison, New Jersey Zinc 
Company, was in charge of trans- 
portation. 

The tournament was supervised by 
Mr. Mann, who also 
prizes with appropriate speeches and 
gestures. H. J. Payne, Associated 
Business Papers, acted as chairman 
of the committee on arrangements. 


American Machinery and 


Tools Elects Officers 


E. G. Todt, president, E. G. Todt 
Company, Chicago, was elected presi- 
dent of the American Machinery and 
Tools Institute at the annual meet- 
ing held in Chicago. 

Other officers elected are: vice 
president, Rudolph Krasberg, R. 
Krasberg & Sons Mfg. Co.; treasurer, 
Craig B. Hazelwood, First National 
Bank; secretary, George R. Tuthill. 


Directors elected include: E. R. 
Prout, Teletype Corporation; J. S. 
Kozacka, Lewis Institute; F. B. 


Coyle, International Nickel Company, 
Inc., New York; A. C. Wais, The 
Niles Tool Works Company; and J. 
Gordon Barr, Morse Twist Drill & 
Machine Company, Chicago. 


awarded the) 


/new piece are for more than double | 


Simmons Dealers’ 


Calendar Orders — 
Larger for 1935 


St. Louis, May 31.—A 1935 calendar 
especially designed to carry the 
thought of the dealer’s business and 
yet attractive enough to help it find 
a place on the wall is being ordered | 
in unusually large quantities by 
Simmons Hardware Company deal- 
ers. Orders received to date for the 


the number issued for 1934. 

The design is die cut to reproduce 
an actual Simmons Keen Kutter ax 
head, and being printed in silver and 
black the likeness is striking and 


pleasing. The Keen Kutter trade 
mark appears in three places in 


modest size. The dealer is given the 
choice of an assortment of five pic- 
torial subjects, which are done in red 
and black. His name is imprinted 
as ordered. 

Another feature of the calendar, 
which is thought by the management 
to have added to its popularity with 
the dealers, is the special calendar 
pad which features a hardware prod- 
uct seasonable with each month and 
pictures a suggested use. 


The over all size is 12x17 inches; 


READY FOR 1935 


a 


Simmons Hardware Company dealers 

are placing orders for more than twice 

as many calendars for 1935 as they did 
for the present year. 


the pad is 3x5 inches. It was pro- 
moted to the dealers with a broad- 
side illustrating the calendar and the 
art subjects in actual color. 

The calendar was designed by Ray 
& Krause, advertising service, Chi- 
cago. 


The Days of “One-Man” Buying Are Gone 
Today It Takes 6 OK’s to Make a Sale! 


No longer does the Chief Engineer requisition a $600 piece of equip- 
ment on his own responsibility—nor do Purchasing Agents accept 
such requisitions as matters of mere routine. Too many factors are 
involved under present conditions. In every factory throughout the 
land every purchase today has its special significance to each and 
every executive. Each of them must pass individual judgment be- 
fore an order goes through—and six men are thirty-six times harder 
This calls for “co-ordinated selling’”— 
Industrial Power's NEW TECHNIQUE that reaches all, SELLS all! 


to sell than is one man. 


No rival in its field equals 
Industrial Power in ac- 
tual, proved pulling pow- 
er. Genuine case histories 
of advertisers substantiate 
this fact. Send for them! 
Industrial Power WEL- 
COMES skeptics! 


A MAGAZINE FOR ENGINEERS AND INDUSTRIAL EXECUTIVES 


Industrial Power 


ST. JOSEPH, MICHIGAN 


MAUJER BUILDING 


The New Technique in | 
Industrial Publishing | 
| 
| 


Free book tells 
fashioned methods need re- 
vising. 
on advertising problems. For 
professional and non-profes- 
sional space buyers. 


WHY old- costs are cut 


Throws new light | 


per-dollar are 


Write! 


Whether you are a professional space buyer— 


or buy space in addition to other duties—indus- 
trial advertising is so highly specialized that you 
will find “The New Technique in Industrial 
Publishing” an enlightening book. Exposes fal- 
lacies in choosing media—reveals facts—inspires 
helpful self-analysis of present policies. 
our compliments and without obligation, if you 
mail the coupon promptly! 


BIGGER IN CIRCULATION ® 


x**x* BIGGER IN RESULTS 


Please send, without 


c Name 
With Position 
Company 
Products 
Street 


City 


More plant coverage than 
any TWO competing mag- 
azines combined. 


HALF. Your actual sales- 


You can sew up your mar- 
ket with Industrial Power. 


Mail This TODAY! 
INDUSTRIAL POWER, Maujer Building, St. Joseph, Michigan. 


Publishing” and any other information you think I shall value. 
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CLASS & INDUSTRIAL MARKETING SECTION 


June 2, 1934 


SPACE BUYER’S GUIDE 


A Classified Advertising Section for Industrial, Trade & Class Publications 


Baking 


BAKERS’ HELPER 

830 S. Wells St., Chicago. New York, F. Leg 

gett, 10 E. 39th St., Caledonia 5-5503 Wetabuiebed 
1887. The oldest American bakers’ magazine. Edi- 
torial policy: Aid for bakers in all phases of pro- 
duction and business management. Eminent authori- 
ties on staff. Circulation—87% directly into bak- 
evies. Advertising—resultful, reaching major buying 
power of the industries. Includes most prominent 
advertisers. Reaches bakery buyers at low cost per 
thousand. Bakery experts analyze and make baking 
tests. Isued every other Saturday. Forms close 10 
days preceding. Type page, 7x10. Page rate: 26 
times, $100; 13 times, $110 Half-page rate: 26 
times, $55; 13 times, $62. Subscription, $2 a year 
Member A. B. P. and A. B. C 


BAKERS’ REVIEW 
830 W. 42nd St., New York City; Chicago office, 
Chas. B. MacDowell, manager, 11 La Salle 8t. 
Established 1898. Filled from cover to cover with 
brief, authoritative articles, everything in a con- 
else and quickly assimilated form. Complete cov- 
erage—over 30,000—reaching every bakery owner in 
the country at lowest rate in this field, four-tenths 
of a cent per reader. Maintains laboratory for bak- 
ing tests supervised by chemist and practical baker. 
Published monthly on the first. Forms close ten 
days preceding. Type page. 4%x7. Page rate, 12 
times, $120; half-page, $70; quarter-page, $45. 
Member Controlled Circulation Audit, 


BAKERS’ WEEKLY 

45 W. 45th St., New York; Chicago office, 360 N. 
Michigan Ave. Published every Saturday. Subscrip- 
tion, $2 a year. Forms close 10 days in advance 
of publication. Rates: less than three pages used 
within one year, $150 per page; 52 pages within one 
year, $100 a page. Type page size, 7x10. Member 
Audit Bureau of Circulations and Associated Busi- 
ness Papers, Inc. Largest net paid circulation in 
field, lowest advertising rate per thousand paid sub- 
scribers. Operates completely equipped Experimental 
Bakery and Laboratory in New York headquarters 
with staff of full time chemists and expert bakers. 
Inquiries invited regarding industrial requirements 
and marketability of any product; reports submitted 
without obligation to manufacturers or agencies. 


Breweries 


MODERN BREWERY 


Published monthly by Modern Brewery, Inc., 
42nd St., New York City. 


205 E. 
Covers the entire brewing 
and allied industries. A total monthly circulation 
of over 4500. Publishing date, fifteenth of each 
month. Type page 7x10. Rates, 12 pages within 
one year, $100; 8 pages total, $116 per page: 4 
pages, $126 per page, and less than four pages $138 
per page. Advertising copy should be received by 
publishers ten days prior to publication date when 
proof is desired. 


THE WESTERN BREWER, NATIONAL BREWERS’ 
MONTHLY 


(Established 1876), published by H. 8. Rich & 
Co., 431 8. Dearborn St., Chicago, Ill. A monthly 
journal devoted to the brewing, bottling, malting 
and allied industries. Published the fifteenth of each 
month. Page size, 7x10 inches. Rates: One 
page, one time, $100; 12 times, $70; one-half page. 
. $60; 12 times, $46; one-quarter page, one 
time, $35; 12 times, $25; one-eighth page, one 

24; 12 times, $15. Advertising copy should 
be in publishers’ hands ten days prior to publication 
date if proof is desired. Plates can be used if re- 
ecived five days prior to publication date. 


Coal 


THE BLACK DIAMOND 


A weekly journal reaching all branches of the oval 
industry, published continuously for the past 45 
years at Chicago; main office, Manhattan Building; 
branch offices, Whitehall Bidg., New York; 201 State 


Theatre Bullding, Pittsburgh; Room 417, 622 
Broadway, Cincinnati; Investment Building, Wash- 
ington. Its vigorous editorial policy has made it 


a dominating factor in the trade. Size of page, 
0x12 inches. Page rate, one time, $90; 52 time 
rate, $78; half-page, one time, $48; 52 tims, $41; 
Quarter-page, one time, $26; 52 times, $21. Issued 
Saturdays. Last forms close Tuesday preceding date 
of issue. Subscription price, $5 per year. 


Dental 


THE JOURNAL OF THE AMERICAN DENTAL 
ASSOCIATION 


212 E. Superior St., Chicago, Ill, is the Official 
Advertising Medium for dental products and has 
the largest paid circulation of any dental publica- 
tion. Total circulation, 36,752 The Journal is 
issued the first of each month. Forms close first 
of month prior to publication. Type page, 4%x7% 
inches. Yearly rates: One page, $112.20; half-page, 
$67.15; quarter-page, $42.50; eighth-page, $28.90. 


Farm Implements 


FARM IMPLEMENT NEWS 


431 8. Dearborn St., Chicago. For manufacturers, 
jobbers and dealers interested in implements, trac- 
tors and other farm equipment lines. Issued bi- 
weekly, Thursday. Closes 7 days preceding. Type 
pese. ere One-time page rate, $120. Mem- 

A. B. C. Issues Buyers’ Guide to Farm Imple- 
annual directory. Also the Tractor Field 
Book, issued annually in July. Recognized national 
paper of this field. Established 1882; oldest in the 


field. First publication on nine out of ten lists. 
Read by most of large foreign implement import- 
ers all over the world. 


Grain and Feed 


GRAIN & FEED JOURNALS CONSOLIDATED 


332 8. La Salle St., Chicago. A merger of Grain 
Dealers Journal (established 1898); American Ele- 
vator & Grain Trade (established 1882); Grain 
World (established 1926), and The Price Current- 
Grain Reporter (established 1844). Published sec- 
ond and fourth Wednesdays of each month. Final 
forms close Saturday preceding publication date. 
Paid circulation exceeds 5,000; total, 6,000. To op 
erators of grain elevators, feed grinding and mixing 
plants, field seed handling and processing plants. 
These fields are reeognized as the largest users of 
complete elevating, conveying and power tranamit- 
ting equipment, and all other equipment for the 
handling and processing of grain field seeds and 
for the grinding and mixing of feeds. 


Hotels 


THE HOTEL MONTHLY 


950 Merchandise Mart, Chieago. Published 15th 
of month. Forms close 1st of month. Type page, 
7x10. One-time page rate, $125; half-page, $70; 
12-time page, $100; half-page, $60. Agency dis- 
count, 15%. Subscription, $1. Leading hotel tech- 
nical journal. Has held the confidence and respect 
of its field for 40 years. Read and kept for refer- 
ence by most of America’s leading hotel men. The 
subscribers represent a group directly responsible for 
the apeneing, of almost a billion dollars yearly. Mem- 
ber A. B. C, and A. >». Write for Audit Bu- 
reau of Circulations’ statement. John Willy, Inc., 
publisher. 


Industrial 


MANUFACTURERS RECORD 


Baltimore, Md. For 52 years South’s leading in- 
dustrial, construction and business paper. Published 
monthly 5th of each month. Forms close 8 days 
preceding. Type page, 7x10 inches. Financial and 
special one-time advertisements, $150 a page. One- 
time page rate, $126; 48-page rate, $96; 12-page 
rate, $112. No commissions. Subscription price, 
$2. Distribution, 8,000 copies monthly, of which 
85% are South. Reaches executives and operative 
officials of South's important industrial, railroad, 
financial, public utility, engineering and construc- 
tion enterprises, as well as public officials, archi- 
tects, engineers, contractors and others in direct 
charge of the South's important activities. About 
45,000 items are published annually in the Daily 
Construction Bulletin, which is sent to regular ad- 
vertisers to help them develop Southern business and 
to subscribers, the annual subscription price being 
$10. Member A. B. C. Branch offices: New York, 
Chicago, 


Insurance 


THE NATIONAL UNDERWRITER-ROUGH 
NOTES GROUP 


Including the National Underwriter, weekly, fire and 
casualty; National Underwriter, weekly, life; Insur- 
ance Salesman, monthly, life; Rough Notes, monthly, 
fire and casualty; Insurance Decisions, monthly, in- 
surance law; Casualty Insurer, monthly, casualty 
and surety; The Accident & Health Review, monthly, 
accident and health; The Industrial Salesman, 
monthly, industrial life, health and accident. Total 
circulation, over 70,000, covering home offices and 
agencies in all branches of insurance in entire 
United States. Largest insurance publishing organ- 
ization in the world. Several memberships in A. 
B. C., A. B. P. and National Publishers’ Asso- 
ciation. Commission 13-2 to advertising agencies, 


except on insurance advertising. Offices: Chicago, 
Cincinnati, New York, Hartford, Indianapolis, De- 
troit, Des Moines, Atlanta and San Francisco. 


Liquors and Wines 


BOWNE’'S WINES & SPIRITS 


Published monthly by Modern Distillery, Inc., 205 
E. 42nd St., New York City. Covers the entire 
liquor and wine industries, Publishing date, tenth 
of each month. Type size 7x10. Rates, 12 pages 
within one year $100; 8 pages total, $116 per page; 
4 pages, $126 per page, and less than four pages 
$138 per page. Advertising copy should be received 
by publishers ten days prior to publication date 
when proof is desired. Horace I. Bowne, the editor- 
in-chief, was before prohibition, vice-president, gen- 
eral manager and editor of the oldest and largest 
wine and liquor magazine in the United States. For 
all advertisers, the publishers issue a weekly news 
and tip service. 


MIDA'S CRITERION 


Published by the Gillette Publishing Co., Daily 
News Bldg., Chicago. Served the liquor and wine 
trades for thirty-five years prior to Prohibition and 
was the undisputed leader in its field. Mr. Lee W. 
Mida, the son of the original founder, and for many 
years co-publisher with his father, is the present 
editor-in-chief. Assisting him are a number of the 
old contributors, both in this country and abroad. 
Circulation—Complete coverage of the liquor and 
wine field, ‘including distilleries, wineries, import- 
ers, wholesale liquor and wine dealers, and a select 
list of outstanding retailers. Weekly news service 
to advertisers. Due to the ever-increasing activity 
on the part of the trade rehabilitating plants, buy- 
ing old stocks, equipment, supplies, etc., the pub- 
lishers are furnishing advertisers with a weekly tip 
service advising of these activities. 
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Write or phone 


CATALOGS—SUPPLEMENTS—FORMS 
PARTS LISTS—ANNUAL REPORTS—ETC. 


This quick and economical lithographic method of fac- 

simile reproduction will help you make a substantial 

saving in time and money on many of your printing 

requirements—Eliminates engravings and composition. 
. 


and information about Econo-print 


Econo-print Department 
MAGILL-WEINSHEIMER COMPANY 
1322 SOUTH WABASH AVENUE—CHICAGO 

Telephone Calumet 7200 


us for samples 


Lumber 


Tractors 


AMERICAN LUMBERMAN 


431 8. Dearborn St., Chicago, Ml. Established 
1873. News of national scope embracing all branches 
of the lumber industry; primarily a principal's 
newsparer particularly edited for men who guide 
destinies of large enterprises. More than 100 paid 
correspondents located in the principal lumber pro- 
ducing and marketing centers supply late happen- 
ings each week Special features provide merchan- 
dising ideas, legislation at Washington, transporta- 
tion matters, markets and news regarding lumber- 
men and lumber concerns. Agency commission, 
15%, when complete plates are furnished, otherwise 
10% with 2% for cash. We invite inquiries for 
rates and surveys. 


Milk 


MILK PLANT MONTHLY 

327 8S. La Salle St., Chicago. Covers fluid milk 
industry, Read by milk plant owners, executives, 
scientific and technical staff, managers, etc. Pub- 
lished on the 5th. Forms close 15th preceding. 
Type page size, 7%x10. Subscription, $2. For- 
eign and Canada, $3. Member A. Cc. 
commission, 15%, when Lills are paid in full by 
20th of billing month. One-time page rate, $100; 
half-page, $57; quarter-page, $35. Twelve times: 
page, $85; half-page, $45; quarter-page, $26. In- 
serts 90% of earned page rate. Representatives 
New York and San Francisco. 


Paper 


ENVELOPE & SPECIALTY PAPER INDUSTRY 
185 N. Wabash Ave., Chicago. 


Purchasing 


MACRAE'S BLUE BOOK 


(America’s Greatest Buying Guide.) Used by the 
most important of those who buy or specify in all 
lines of industry, including manufacturers, jobbers, 
steam and electric railroads, publjie utilities, con- 
tractors, architects, engineers, exporters, chambers 
of commerce, public libraries, ete. Circulation, 
13,500—more than 50 per cent greater than any 
somewhat similar publication. Over three thousand 
pages of valuable information, typographically com- 
pact. Pages, $375; half, $225; quarter, $125. An- 
nually, May 1. 18 E. Huron St., Chicago; 51 Mad- 
ison Ave., New York. 


Refrigeration 


ICE AND agg agony 


435 Waller Ave., Chicago. New York office, 520 
Singer Bldg. Founded 1891. Published monthiy 
by Nickerson & Collins Co. The oldest and largest 
journal devoted to the refrigeration industry. It 
particularly covers the following fields: Ice, cold 
storage, packing house and allied industries. It is 
the official organ of 39 national, sectional and 
State trade organizations. It circulates among plant 
owners, plant managers, architects, consulting and 
operating ¢ngineers. Forms close 15th of month 
preceding date of issue. One-page rate, $110; three- 
page, $99; six-page, $93.50; 12-page, $82.50. Rates 
based on amount of space used within 12 months. 
Type page, 7%xl0% inches. Circulation § sworn, 
net paid, 5,743. Subscription price, $3 per annum. 


Roads and Streets 


ROADS AND STREETS 


has been the leader for years in advertising volume. 
It carries more than three times its nearest competi- 
tor. It is the only publication completely covering 
the highway construction and maintenance market. 
This $1,000,000,000 market is now showing the quick- 
est recovery. The twice-a-week construction reports 
published and sent to the advertisers of Roads and 
Streets tell the story and show construction equipment 
and material manufacturers where this money is be- 
ing spent. Write for a sample copy of these con- 
struction reports. Gillette Publishing Company, 400 
W. Madison St., Chicago, Ill. 


Seed 


SEED WORLD 


325 W. Huron St., Chicago, Ill. Consider the seed 
trade and associate lines, serving more than forty-one 
million customers, farmers and suburbanites. Seed 
World reaches retail, wholesale and mail order seed 
merchants, florists, nurserymen, hardware, drug and 
other dealer trade catering to agricultural and horti- 
cultural requirements. Seed World reader survey 
shows this to be an annual hundred million dollar 
market. For illustration—fungicides and insecticides 
sales per year alone amount to $7,200,000. Publish- 
ing staff includes agricultural college graduates with 
U.S. Department of Agriculture training, and men 
of practical business experience in their respective 
lines. Published every other Friday. Forms close 


Monday preceding. Type page, 7x10. One-time 
page rate, $110; 26 times, $75. Agency commis- 
sion, 15%. Subscription price, $2. Write for 


sample copy, rate card, circulation statement and 
copy of survey. Publish also annually Seed Trade 
Buyers’ Guide and Directory. 


Telephone 


TELEPHONE ENGINEER 


(International Technical Journal.) 185 N. Wabash 
Ave., Chicago. Only monthly serving entire telephone 
industry, world’s largest utility. Annual equipment 
expenditure approximately billion dollars. Much of for- 
eign equipment purchased in United States. Monthly 
publication gives advertisers 30-day life. Moderate 
monthly appropriations assure consecutive contact 
with buyers. Reaches executives, managers, com- 
mercial men, superintendents, engineers, plant men, 
chief operators, wire chiefs, linemen. Articles on 
engineering, maintenance, management, commercial 
practices. New modern cover, new typography, en- 
amel paper throughout command maximum reader 
interest. Because advertising pages share extraordi- 
mary reader influence, advertising effectively reaches 
those originating or specifying purchases Adver- 
tising rates and circulation statement on reauest. 


TELEPHONY 

Published every week on Saturday by Telephony 
Publishing Corporation, 608 S. Dearborn St., Chi- 
cago, telephone Wabash 8604. Contains the tele- 
phone industry's news and articles on plant, traffic. 
commercial and engineering subjects. It is there- 
fore read with interest by everyone in the telephone 
business, including executives, managers, engineers. 
plant men, chief operators, wire chiefs and linemen. 
Subscription, $3 per year. Type page, 7x10. Circu- 
lation, 5,815, divided: Bell companies, 868; Inde- 
pendent companies, 4.947. All regular advertisers 
are entitled to complimentary copy of Telephony's 
Directory, containing complete list of telephone ex- 
changes and buyers of material. Advertising rates 
sample copy and breakdown circulation statement 
on request. 


Textiles 


AMERICAN WOOL AND COTTON REPORTER 
530 Atlantic Ave., Boston, Mass. ‘“The recognized 
organ of the cotton and woolen industries of Amer- 
iea."" Member A. B. C. Published weekly; issued 
Thursday. Last forms close Saturday noon preced- 
ing publication date. Type page, 7x10 inches 
standard; one-time page rate, $150; 12-time page 
rate, $130; one-time half-page rate, $80; 12-time 
half-page rate, $65. Discounts to recognized agents 
furnishing contracts and copy service; circulation 
_ furnished on request; subscription price. 
4. 


FARM IMPLEMENT NEWS 

131 8. Dearborn St., Chicago. Established 1882 
For the trade in farm operating equipment, includ 
ing implements, hardware, tractors, tractor equip 
ment, engines, lubricants and motor trucks. Issuec 
bi-weekly, Thursday. Closes 10 days preceding 
Type page size, 7%xl0%. One-time rate, $1 

Member A. B. C. The only national paper in the 
general tractor field. Far in the lead on tractor 
equipment advertising. Read by all tractor manu 
facturers. Has national jobber and distributor cir 


culation. Dealer circulation covers best tractor ter 
ritory. Also issues Tractor Field Book, annual 
July. 


Industrial 
expositions 


June 20-22. American Society of 
Refrigerating Engineers, at Skytop, 
Pa. D. Fiske, secretary, 37 West 
39th St., New York. 


June 25-29. American Society for 
Testing Materials, at Atlantic City, 
N. J. C. L. Warwick, secretary, 260 
S. Broad St., Philadelphia, Pa. 


Sept. 24-28. American Hospital 
Association, at Municipal dAudi- 
torium, Philadelphia, Pa. 


Oct. 1-5. National Metal Congress 
and Exposition, at Port of Authority 
Bldg., New York. 


Oct, 8-12. Third American Exposi- 
tion of Brewing Machinery, Ma- 
terials and Products, at Grand Cen- 
tral Palace, New York. 


Oct 15-20. Dairy Industries Ex- 
position, at Cleveland, Ohio. 


Oct. 15-20. Eleventh Southern Tex- 
tile Exposition, at Textile Hall, 
Greenville, S. C. 

Oct. 1-5. American Society for 
Steel Treating, at Port of Authority 
Bldg., New York. W. Eisenman, 
secretary, 7016 Euclid Ave., Cleve- 
land, Ohio. 

Nov. 12-16. National Hotel Expo- 
sition at Grand Central Palace, New 
York. Charles F. Roth, manager. 

Nov. 12-16. National Convention 
and Exposition of American Bottlers 
of Carbonated Beverages, at 106th 
Armory, Buffalo, N. Y. 

Dec. 3-8. Eleventh National Expo- 
sition of Power and Mechanical En- 
gineering at Grand Central Palace, 
New York. Charles F. Roth, man- 
ager. 

Feb. 11, 1935. Third National Knit- 
wear Industrial Exposition, at Grand 
Central Palace, New York. A. B. 
Coffman, manager. 


M. A. P. I. Officers and 
New Board Named 


John W. O’Leary, Chicago indus- 
trialist, has been reelected president 
of the Machinery and Allied Prod- 
ucts Institute. 

Other officers reelected with Mr. 
O'Leary are: H. C. Beaver, Worthing- 
ton Pump & Machinery Corporation. 
vice president; Paul C. DeWolf, 
Brown & Sharpe Manufacturing Com 
pany, secretary; and Robert H. 
Morse, Fairbanks, Morse & Co., treas- 
urer., 

The new executive committee of 
the institute includes the following: 


P. C. Brooks, executive vice presi- 
dent, Fairbanks, Morse & Co., Chi- 
cago; W. C. Dickerman, president, 


American Locomotive Company, New 
York; M. F. Dunne, president, Pyott 
Foundry & Machine Company, Chi- 
cago; Robert E. Friend, president 
Nordberg Manufacturing Company, 
Milwaukee; Robert M. Gaylord, presi- 


dent, the Ingersoll Milling Machine 
Company, Rockford, Ill.; Leo W. 
jrothaus, Allis-Chalmers Manufac- 


turing Company, Milwaukee. 

Also George H. Houston, president, 
Baldwin Locomotive Works, Phila- 
delphia; D. C. Keefe, executive vice 
president, Ingersoll-Rand Company, 
New York; A. M. Mattison, president, 
Mattison Machine Works, Rockford, 
Ill.; Philip M. Morgan, treasurer, 
Morgan Construction Company, Wor- 
cester, Mass.; C. E. Searle, executive 
vice president, Worthington Pump & 
Machinery Corporation, Harrison, N. 
J.; Harold C. Smith, president, Illi- 
nois Tool Works, Chicago; George P. 
Torrence, president, Link-Belt Com- 
pany, Chicago; C. S. Wagner, vice 
president, Koehring Company, Mil- 
waukee, and Guy A. Wainwright, 
president, Diamond Chain & Manu- 
facturing Company, Indianapolis. 


Western Scraper and 
Austin Mfg. Co. Merge 


Announcement has been made that 
effective July 1 the Western Wheeled 
Scraper Company, Aurora, IIl., and 
the Austin Manufacturing Company, 
Chicago, will be merged under the 
name of Western-Austin Company 
with general offices at Aurora. 

Both companies have been vita! 
factors in the earth moving industry 
and are two of the oldest and best 
known concerns in the country. 

Lately, closely allied interests ac- 
quired the Austin company and 
formed the Austin-Western Road Ma- 
chinery Company as a marketing or- 
ganization for the road machinery 
products of the two factories. The 
Western company in addition has 
maintained its own sales force. 


Booklet Shows Unusual 
Publicity Work by Gibson 


The George H. Gibson Company, 
New York agency, has issued a book- 
let describing some of the unusual 
advertising it has done for a few of 
its clients. 

Some of the publicity obtained for 
products of the Cochrane Corpora- 
tion and the De Laval Steam Turbine 
Company extending into the daily 
press is of special interest. 

Work for other manufacturers also 
shown includes that for C. V. Hill 
& Co., Fitz Gibbon & Crisp Co., Inc., 
and the Brookville Locomotive Com- 
pany. 


How three chose 
their Advertising 
Agency ....-. 


By different routes, 
three manufacturers reached the same 
conclusion. 


One sells largely through architects, 
one to the coal and ice fields, one to 
municipalities and chemical processing 
plants. 

All three surveyed their needs and 
the qualifications of various advertis- 
ing agencies. 

One did it in a few days; one took 
fifteen months. 

One wrote to clients and publishers. 


Two were helped by outside sales 
and management organizations. 

All came to the same conclusion. 

What they did and why—some of 
the facts they uncovered and how they 
used them—really useful pointers for 
manufacturers who want to know 
what an advertising agency can do 
for them—these data form the eight- 
page pamphlet illustrated above. 

We have a few more copies avail- 
able for executives whose business is 
not getting all the sales stimulation 
which expert advertising can provide 
—especially now. 


Would you like a copy? 


0. 8. TYSON 

AND COMPANY, Ine. 

CLASS & INDUSTRIAL 
ADVERTISING 


230 Park ON New York, 


Avenue N. Y. 


Member A. A. A. A. : 
TYSON-RUMRILL ASSOCIATED 
41 Chestnut St., Rochester, N. }: 
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Half Who Write 
For Literature 
May Give Order 


Cleveland, O., May 31.—About 50 

per cent of the men who write for a 
company’s advertising literature 
after reading publicity notices of it 
are considering the purchase of the 
product described or something sim- 
ilar, according to an investigation 
recently completed by Metal Prog- 
gress. 
‘wo sets of questions about many 
phases of preparing and using adver- 
tising literature were used. One was 
sent to the publication’s advertisers 
and to a number of non-advertising 
companies selling to its readers. 
Products of these manufacturers in- 
cluded metals, industrial furnaces, 
miscellaneous metal treating and 
metal working equipment, and a 
wide variety of others. 

The second questionnaire went to 
a list of Metal Progress readers 
selected at random from those who 
had requested literature from its ad- 
yertisers last year. Replies were re- 
ceived from 67 manufacturers and 
from 121 readers, better than a 60 per 
cent return from both lists. 


Seek Meaning of Requests 


The prime purpose of the survey 


was to find out what literature re-|{ 


quests mean. Half of the companies 
reporting said that anywhere from 
25 to 90 per cent of the men asking 
for their literature were closable 
prospects. The mean of the 
answers was about 50 per cent. 

Ninety-six readers said that when 
they requested a booklet they had in 
mind a specific plant problem which 
the product described might help 
solve. Of these, nearly 80 per cent 
proved to have definite purchasing 
authority. 

Another point brought out was 
that 82 per cent of the buyers of in- 
dustrial products answering the 
questionnaire prefer to ask for ad- 
vertising literature rather than have 
it come to them merely because they 
are on some company’s mailing list. 


sales 


Invite Requests for Data 


In this connection manufacturers 
indicated that their most popular 
method on distributing literature 
Was to invite requests through cou- 
pons in their publication advertising 


or thicough reviews in publications. 
A few companies like to have their 
salesmen present their booklets to 
the prospect during a call. 

Modern layouts and art treatments 


get the nod over the conventional so 


far as advertisers are concerned, the 
survey showed. Consumers, however, 
are almost evenly divided, with 


most of them 
choice. 

Other interesting points are: Pho- 
lographs outsell copy by four to one; 
what copy is used should not be 
strictly descriptive, but should pic- 
‘ure the product in its industrial en- 
vironment. Engineering data related 
'o the product or its use help to keep 
literature on the buyer’s desk, or in 
his pocket. By far the most popular 
booklet size is 8%x11 inches. 

Results of the survey have been 
Drinted in a 16-page booklet. 


saying they had no 


Directory to Business 


Directories Is Published 
=, “Business Directories: A Key to 
‘Heir Use,” is a new publication 
“ted by the staff of the Business 
'Tanch of the Newark (N. J.) Pub- 
‘¢ Library. Some 350 directories, 
from modest paper covered 
‘Mpliets to costly publications 

industry in greater detail, 
* Cescribed and indexed in its 


volume is a broadly classified 
those publications now in 
The list is divided under ten 


handings: Farming, food and 
ndustries; clothing, house- 
ne and allied industries; 


and allied 
(chemicals, 


industry; 
coal, leather, 
rubber,  ete.); marketing 
rtation, communication and 
blie utilities; financial agen- 
ccupations (lawyers, physi- 
); educational, recreational 
\l agencies; miscellaneous. 
blication sells for $2.00. 


com- 


“SMITH & WINCHESTER 


Maautfacturing Compan} 


This copy of The Smith & Winchester 

| Manufacturing Company, South Wind- 

| ham, Conn., displays a friendly attitude 

toward the consulting engineer in an 

effort to reduce speculative engineering 

costs within the paper mill machinery 
industry. 


Favors Outside 
Engineers in Its 


Paper Mill Copy 


South Windham, Conn., May 31l.— 
A new campaign on paper mill ma- 
chinery, bringing the consulting engi- 
neer into the picture, has been 
started by Smith & Winchester Manu- 
facturing Company, of South Wind- 
ham, Conn., and is now appearing in 
Paper Trade Journal, Paper Mill and 
Wood Pulp News and Paper Industry. 

The campaign is designed and 
planned to reach about 350 paper 
mills, and 10 consulting engineers, 
comprising the cream of the market. 

In working with the consulting en- 
gineer, Smith & Winchester is at- 
tempting to correct a situation of 
wasteful competition, whereby paper 
mill machinery manufacturers who 
receive inquiries for new construc- 
tion, prepare expensive sets of plans, 
which are duplicated by other manu- 
facturers similarly seeking the busi- 
ness. 


Would Reduce Expenses 


The company’s thought is to have 
the engineers prepare the plans in- 
stead of the machinery manufactur- 
ers, who will then bid on definite 
plans. Four or five manufacturers 
might prepare plans for a job only 
one of them could get. Since the 
cost of each recommendation runs 
into thousands of dollars, the loss to 
the manufacturers has been high. 

To help along this change, and to 
be among the first to capitalize on it, 
Smith & Winchester is the first to 
publicly acknowledge the service of 
the independent consulting engineer. 
Bringing him into the picture, the 
company points out, saves an un- 
necessary and expensive duplication 
of effort on the part of the competing 
manufacturers, and materially re- 
duces the ultimate cost of the ma- 
chinery. 

The slogan, “The Consulting Engi- 
neer Has a Part in the Picture,” is 
featured in all Smith & Winchester 
advertising on its fourdriniers, cyl- 
inder and wet machines. In con- 
junction with it is an illustration 
showing two men reading a _ blue 
print. To carry the weight of ex- 
perience in back of the organization, 
an ox cart and the date 1828 is also 
part of the illustration. 

A booklet, “Carrying the Torch,” 
is offered in the copy. It tells of the 
company’s work in designing and 
building three of the largest four- 
driniers in the world, and discusses 
the engineering and production facili- 
ties available at the company’s plant. 

The agency in charge of this cam- 
paign is the James Thomas Chirung 
Company, Boston. 


David Findlay Advanced 


David Findlay, general sales man- 


ager, L. S. Starrett Company, Athol, 
Mass., has been elected vice-presi- 
dent. He will continue to serve in 


| his direction of sales activities. 


PROSPECT CARD 
GIVEN ITS DUE 


(Continued from Page 1) 
is tremendously simplified and he 
can proceed to the business of secur- 
ing the name on the dotted line. 

“Prospect cards have been little 
more than directories with most com- 
panies,” asserted the speaker. “In the 
restaurant field these cards have con- 
tained only the name of the prospect, 
his telephone number, credit rating, 
and best time to call.” 

One company which realized that 
this information was too incomplete 
to be cf much help to the salesman 
added the data: type of restaurant 
(cafeteria, counter, or tables), class 
of trade, number of customers per 
meal, number of customers per hour, 


size of average check, age of equip- | 


ment, power available, area of 
kitchen, area of dining room, area 
per seat, seating capacity, charge per 
square foot for rent, rent cost per 
check, number of employes, labor 
cost per check, length of counter, and 
number of customers per foot of 
counter. 

With these facts known, the sales- 
man or some other employe was 


equipped to get the answers to these 
questions: 

“What equipment is obsolete? How 
do area per seat and rent cost per 
check compare with the ideal set-up? 
What changes will make compari- 
sons closer? Can equipment be elim- 
inated without increasing costs? Can 
a saving be effected by using differ- 
ent power?” 

The salesman who has all of these 
answers knows more about the busi- 
ness he is trying to sell than do the 
majority of proprietors, Mr. Service 
said. 

Few advertisers, he asserted, are 
doing a good job in their selling copy 
for the same reason that few sales- 
men are successful. The approach is 
wrong. To prove this point he ana- 
lyzed the current issue of The Iron 
Age. His analysis indicated that 56 
per cent of the advertisers are plac- 
ing the analytical burden on the cus- 
tomer. They tell their story and it 
is up to the prospective buyer to do 
the interpreting. 


Markets Wood 
Preservative 


Kingsport, Tenn., May 31.—A new 
highly concentrated creosote oil 
known as NO-D-K is being marketed 
by the Tennessee Eastman Corpora- 
tion in a combination direct mail 
and industrial paper campaign. 

The product is for use on all un- 
protected wood surfaces to insure 
long and serviceable life and may be 
applied with either brush or spray. 
It is sold direct and through lumber 


| dealers. 


The campaign is directed to utili- 
ties, marine and shipping companies, 
construction firms, and the lumber 
industry in general. Publications be- 
ing used include Wood Construction, 
American Lumberman, Southern 
Lumberman, New York Lumber 
Trade Journal, and The Plan. 

Dennis C. Guthrie, advertising de- 
partment, is in charge of the promo- 
tion. 


549 W. Washington St. 


THE FENSHOLT COMPANY 
ADVERTISING 


Specialists in Sales Promotion of Electrical © Mechanical Products 


Chicago, Ill. 


What of 


YOUR 
catalog? 


Your catalog is technical! It goes to 
an industrial market — to technically 
minded men! 


For 16 years we have been helping 
to sell products to Industry! 


Engineering 


training, 


engineering 


experience, industrial selling have com- 
bined to build up an unequalled under- 
standing of how to present the tech- 
nical catalog story to men who recom- 
mend and buy machinery. The prep- 
aration of catalogs that sell, catalogs 
that “click,” is our business. 


We can take from your shoulders the 
effort of preparing your new literature. 
Our broad knowledge of manufactur- 
ing and industrial sales permits us to 
handle a complete folder or book from 
writing to distribution—to plan a com- 
plete sales promotion or advertising 
program in its entirety or any frac- 
tional part — in short, to help you in 
your selling problem. 


You will be surprised at the low cost 
—there is no obligation in asking. 


RUSSELL T. GRAY, Inc. 


205 W. Wacker Drive 


Chicago, Illinois 
Telephone Central 7750 
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CLASS & INDUSTRIAL MARKETING SECTION 


June 2, 1934 


TOOL MEN HEAR 
TALKS ON SALES 


(Continued from Page 1) 
Salesmen were also criticized by his 
informers for lack of courtesy and 
tact, for going over the heads of buy- 
for overselling and overpromis- | 
ing, and, while they were classed as | 
a “fine bunch,” they were said to be 
too easily discouraged. 


ers, 


When Mr. Heitkamp reached the | 
sub-title, “How About Advertising?” | 
he said that was strictly an _ indi- 


vidual matter, but in viewing the ad- 
vertising copy appearing in indus- 
trial papers he was disappointed by 
its ineffectiveness, over-crowded ap- 
pearance, and the earmarks of not 
being well prepared, as a whole. 


Discusses Management 


While on the subject of advertis- 
ing, he made a vigorous plea for the 


industry to get back on a cooperative 


basis to “increase the order pie.” 
“Then,” he said, “you'll all get your | 
larger share.” 

Allowing the salesmen to rest for 


2 while, he turned his remarks to 
the sales management and told that 
division that because the depres- 
sion the present was a new start for | 
all and they should start now 
build from the bottom. 

“Draw on experience,” he urged, 
“hold to tested ideas, take full ad- 
vantage of all opportunities, do more 
head work as well as foot work, and 


of 


to 


admit difficulties.” 

In its relationship with the sales- 
men, Mr. Heitkamp said the sales 
management should give more time 


to the men, give them more freedom 
und responsibility, and keep them 
better informed on what is going on, 


and particularly the problems con- | 
fronting the business 
“Salesmen have a right to expect 


GIVE US AIR 


Clean air, cooled air, 
heated air, dry air, moist air 
—AIR CONDITIONED air! 
Engineers and contractors 
—the influential factors in 
specifying and purchasing 
Air Conditioning equip- 
ment and supplies — are 
the readers of HEATING 
AND VENTILATING—the 
most influential publication 
in this fastest growing in- | 
dustry. 


Rates and details on request. 


Heating ond 
Ventilating 


148 LAFAYETTE STREET, NEW YORK 


SAMPLES IN MINIATURE 


True to life except for size. 


When the Fostoria Pressed Steel 
Corporation wanted to interest more 
jobbers of automobile replacement 
parts in handling its line of replace- 
ment fenders, it decided to “sample” 
its prospects. 

Obviously a full size sample was 
out of the question so every jobber 
on the prospect list received 
miniature fenders, made over a die 
just as a large fender is made and 
enameled in the same way. The pack- 


a salable proposition from their 
house,” he said, “with adequate in- 
centive in the form of contests, 


prizes, and money to bring out their 
best effort. In addition to this they 
should be backed up with the prompt 


two | 


| of 


handling of complaints, both mechan- | 


ical and service, and should look to 
the office for an explanation 
of the economic and sales problems 
of the industry. 


home 


“There is serious business ahead,” 
he asserted, “and now that we are 
selling under the code we have an 
opportunity to devote our energy to 


'a higher plane of selling and turn in 


cleaner orders. Let’s plan for the 
balance of 1934 and pack a punch in 
our selling.” 


Tells of Export Outlook 


secause of the increasing world in- 
dustrialization, and not in spite of 
it as some contend, the machine tool 
manutacturer’s market is more than 
ever a world market, subject to world 
stability and movement, and en- 
hanced by sound international poli- 
cies in his own business and in rela- 
tion to all business, Harry Tipper, 
executive vice-president, American 
Manutacturers) Export Association, 
told the meeting in discussing “The 
Future of Machine Tool Exports.” 

“The machine tool industry in the 
United States has grown because of 
the in diversification of in- 
dustry within the United States,” he 
stated, “and even a Casual study 
its development shows how much its 


increase 


of 


future depends upon this factor, 
This. inereasing  industrialization 
| throughout the world, therefore, 


should be regarded by the builder of 


|}machine tools not as a possible limi- 
| tation 


of his probabilities, but 
fundamental factor of growth 
itself indicates the future 


as a 
which 


oportun- 


““T read every issue of 
BAKERS’ HELPER and 
find it very interesting”’ 


He is just one subscriber out of thousands who read 


every issue of BAKERS’ HELPER. He and thou- 
sands like him control a major part of the buyirg 
power of the industry. 

Through BAKERS’ HELPER your sales message 


will reach those men who hold the purse strings of this 
billion and a quarter dollar industry, men who can buy 
Sell them and 


and do buy. They are your prospects. 
you will sell the cream of the industry. 


BAKERS’ HELPER is read thoroughly by these key 
men because it is designed to appeal to them. 
subscribe for it year after year without being influ- 


enced by eye or special offers. Because BAK * > 
ERS’ HELPER is read by these men it will sell for W. H. Dietz. 
you. Vice President and Gen 
Census figures show that 7.775 bakers do 90.6% of eral Manager of Hatha. 
all the baking. The circulation of BAKERS’ HELPER way Vakeries, Ine... 33 
parallels these figures ce hdale Ave., Cambridge, 
te for a copy of “Baking Industry Facts and sa Operatine 
RUTOS 559 Trucks 
B ° 146 Wagons 
_DAKERSTIELPER 94 Ovens 
AL MAGAZINE 4 BAKERY PRACTICE «7 MANAGEMENT eee 
Cambridge Providence 
Almost a Half Century Roxbury Dover 
of Helping Bakers AP Waltham Staten Island 
Salem Utica 
y/ 330 S. Wells St. Chicago, Ill. ! y Brockton Syracuse 
Worcester Rochester 
Eastern Advertising Representative Springtield Youngstown 
Mr. W. F. Leggett, 10 East 39th St., New York victened maiewtee 
Caledonia 5-§503 and employing 1,594 people 


They 


jand 


age was plainly labeled “SAMPLES” 
to arouse curiosity and a postpaid 
postcard was enclosed on which a re- 


quest for further information could 
be written. 
In addition to the advertising 


value of this “miniature shipment” a 
gratifyingly large number of cards 
have been returned. 

The advertising agency of Willard 
G. Myers, New York, handles the 
account. 


ity for the develoment of the busi- 
ness, 

“The immediate future depends 
largely upon the political programs, 
and particularly the political program 
this country, and upon the indi- 
vidual considerations, The establish- 
ment of the financing machinery for 
the movement of capital goods, the 
program for stabilizing of the condi- 
tions of trade by the provision of 
treaty arrangements with other coun- 
tries, and the possibility of the sub- 
sequent stabilization of currencies 


| With the freeing of exchange, are the 


fundamental factors of importance 
in the probabilities of the immediate 
future, 

“Every market in the world uses 
some machine tools. No section of 
the world is free from the require 
ments of maintenance, service and 
purchase of machinery for which 
some machine tool demand exists. As 
I have said, all markets must tend to 


diversify because that is the only 
way that standards of living can 
grow and the people use and con- 
sume more products, 

“Producer goods, machinery to 


make other machinery, must be part 
of the growth of any country in the 
diversification of its economic de- 
velopment, Japan and Russia, India 


and China are immediate markets 
und should be steady users of in- 
creasing quantities for years. They 


resources and population, Japan 
and Russia are actively engaged in 
developing these resources and are 
intelligent in that development. India 
China far advanced 


have 


are not so 


lor so consciously engaged in it, but 


their demands potentially far 
greater. 


“The job of 


are 


and distribution 
varies with every line of business 
and methods must change, but the 
contact with markets can be pre- 
served and encouraged, whether the 
concentration be occasional and 
simple, with an importing concern 
of general character, or the close 
supervision of a branch factory. The 
functions of operating in a market 
follow closely the volume growth of 


sale 


the area and these functions are the 
sume whether they are performed in- 
dependently or by the original sup- 
plier. 
Export Holds Future 

“The difficulties of maintaining 
connections with so many markets 
and uses are obvious, but the future 


of the industry will be assured 
mainly by such maintenance. Steady, 
persistent contact with all markets, 
geographic and industrial, is far 
more important to this industry than 
many of the industries it serves. 

“T want to emphasize.” he said 
concluding, “that the volume 


in 
basis 


the maintenance of the complicated 
industrial structure and its constant 
change: the growth lies in its in- 
creasing industrialization. The ma- 
chine tool builder should’ find in the 


growing requirements of the world | division for the fine results they are | 
the | 


a future of export greater than 


stand that the industry needs, more 
than many industries, the steady 
movement of a long-swing program 
and his attention should be directed 
not only to his own industry but 
factors for or against general de- 
velopment react with particular force 
on his program.” 


Movie, Booklet 
Teamed in Drive 
For Ohio Brass 


Mansfield, O., May 31.—The Ohio 
Brass Company has found it  profit- 
able to promote a far-reaching indus- 
try in order to create a market for 
the few pieces of equipment it can 
sell to it. 

Its latest effort is a 24-page book- 
let, “The Public Likes Them,” which 
is a thorough discussion of the trol- 
ley bus, its application, operating 
characteristics, and its place in the 
scheme of modern mass transporta- 
tion. 

The booklet was released early this 
year and its popularity has required 
the second printing, making the total 
distribution to date around 500 
It was originally sent to a 
carefully selected list of electric rail- 
Way officials, who made the request 
for additional copies for their asso- 
ciates. Industrial paper and direct 
mail advertising also brought many 
ror it. 

The company manufactures, among 
many other items, the overhead 
equipment and current collection 
equipment used on trolley buses and 
it felt that its own interests would 
be served by stimulating the installa- 


copies. 


requests 


tion of more trolley bus systems 
throughout the world. Wherever 
they have been used it has been 


With considerable success, increasing 
the revenue on the average of over 
55 per cent over the street cars they 
have replaced, Glenn H. Eddy, adver- 
tising manager, explained. 

About the time the booklet was 
completed, it was decided to make a 
16 millimeter motion picture to visu- 
alize what had been written in it. 
This was done with the assistance of 
Jay Palmer, manager of the com- 
pany’s transportation division, and 
L. W. Birch, of the engineering de- 
partment. The title of the film was 
the same as that of the booklet. 
Most of the scenes were shot in Day- 
ton and Columbus, following a 
scenario written by the advertising 
department. 

The combination these promo- 
tional pieces has provided the com- 
pany’s representatives with sales ma- 


oft 


terial that opens the doors of any 
group of electric railway operators. 
And after the movie is shown the 


spectators are presented with a copy 


}of the booklet which they can later 
for the machine tool industry lies in | 


down and read at leisure and 
digest the figures presented. 
Louis J. Ott, assistant to Mr. Eddy, 


was in charge of 


sit 


the two efforts. which have been 


| praised enthusiastically by the sales 


helping them accomplish. 


particularly to the fact that general / 


the production of | 


MAY ADVERTISING VOLUME IN TRADE AND 
INDUSTRIAL PAPERS 


Industrial Group Pages 
Pages 1934 193 
193 eg. See Eee 105 0 
American Architect..... 35 17 |power Plant Engineer- 
American Builder and ON eee ree 55 6 
suilding Age ........ 29 15 | printing .......... 78 
Architectural Forum 44 3 Railway Age ...... 125 4 
Archites tural tecord 38 3 Roads & Street 37 \ 
Automotive Industries .. 70 On MS tN 123 i 
lakers’ Helper ...<sece- 91 99 Textile World ; 123 
Brick & Clay Record.... 11 7 |Water Works & Sewer- 
Ceramic Industry rr 21 Oe ee eee eee ee 18 4 
Chemical & Metallurgi- Wood-Worker ..... 27 0 
cal Engineering ...... 124 66 | raat ae 
Coal AGO ..ccccccvecsre 84 o8 | Total ... ang . 2,528 1,713 
Cotton aaa ete uo Ah Boer esa 
Electrical World ....... 110 136° *Includes special issue to appea 
Engineering & Mining June this year 
WOUPMEE .icaancaxys ‘ 47 26 | +Five issues, 
Engineering News- | 
Record ceetareace: Bae 7 | Trade Group 
Factory Management & |} American Exporter 143 MG 
Maintenance ....... 95 49 | Automobile Trade Jour- 
Food Industries ........ 58 a ae ee eee ee 67 5 
Heating, Piping & Ajirz Boot & Shoe Recorde: 134 15 
Conditioning ......... 38 22 |Building Supply News 13 ’ 
. 2b) ee ee 267f 148 |Commercial Car Journal 29 91 
MEROCMINOTY 2. ciscrcceves 124 45 |Farm Implement News.. 40 2] 
Marine Engineering & | Jewelers’ Circular 62 45 
Shipping Age ........ 36 37 | Southern Automotive 
Paper Industry ........ 11 28 GOURMET ..4.000% cele 43 24 
Paper Trade Journal 112 77 |Southern Hardware sf 28 
Pencil Points. ..i..se sc. 20 20 ns 
Pit & Quarry ....ccccos 25 14 | Renner ce eee 570 $09 
past. He should definitely under- Indu 


stry Papers 
_ Show Big Gains 
In Advertising 


| Chicago, May 31.—Advertising ip 
| trade and industrial papers is decid. 
_edly on the upgrade as shown by 
volume figures announced today. 

Thirty-three papers in the indus 
|trial group, covering practically al! 
| branches of industry, carried 252s 
pages of advertising in May issues 
for this year against 1713 for the 
same month in 1933, or an increase 
of 47.5 per cent. The increase fo 
the first five months of the year, 
however, showed an increase of onl) 
28.7 per cent over 1933, indicating 


year rolls on. The figures for the 
five months stand at 11,389 pages for 
1934 and 8847 for 1933. 


In the trade group, nine papers 
whose figures are available showed 
an increase from 409 pages to 57) 


pages in 1934 May issues, represent: 
ing a gain of 39.3 per cent. The to- 
tal for this group during the first five 
months of 1934 was 2907 pages con: 
pared to 2346 pages for the same 
period last year, making the increase 
23.9 per cent. 

Detailed figures of the publications 
included in the summary are show! 
tabulation above. 


iin the 


‘Space Going Fast for 
Exposition of Power 


The Eleventh National Expositio 
of Power and Mechanical Enginee! 
ing, the first since 1932, will be hel 
at Grand Central Palace, New York 
Dec. 3 to 8. 

Coming during the first 
December, the exposition will @ 
usual take place during the sam 
week that the American Society © 
Mechanical Engineers holds its al 
nual meeting, in New York. 

Responsive to the new trends !! 
expositions it will feature dynamic 
and graphic display, with the thoug!! 
in mind that certain technical 4 
| vantages can best be demonstratet 
|This is responsive, or reciprocal, | 
‘experience of the past year whit! 
has revealed a great increase otf !! 
terest in industrial expositions. _ 
| Power generation and distribuue! 


week 0! 


‘engines and auxiliaries, elect 
/equipment and elevators, _ boile!* 
pumps, air compressors, refrige! 
tion equipment—in every class, i 
hibits are being built to show 
most valuable and the newest 1 
| provements. a 
| Presented, in addition to eve’ 


‘phase of power generation and ™* 
chanical engineering machine!’ 
‘there will be innumerable auxillé! 
subjects of interest. Among the 
are piping and valves, instruments" 
|precision, materials handling ™* 
\chinery, fire protection equipme? 
metalse and metallurgy, and ceral 
materials including fire brick # 
cements. 

For this year’s exposition a? 
usual responsiveness is indicat’” 
and a number of exhibitors °" 
‘already at work on interesting “ 
| plays. 

The exposition will be mana’ 
‘in the past by the Internationa! 
| position Company, New York, © 
will again be under the persona 
rection of Charles F. Roth. 
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